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Pays the highest prices for the best ob- 
tainable matter in all its departments. 
It caters to the best classes of society 
and is in a position to command the best 
thoughts of the best writers, and the ser- 
vices of the most distinguished Ameri- 
can Artists and Engravers. Its adver- 
tising columns are as carefully edited as 
the editorial page and are always filled, 
weeks in advance, by the best known 
and leading advertisers of the country. 

The confidence with which readers 
regard its advertising columns is so 
strong that results are pouBLE what would 
be expected from the same circulation in 
a combination of other mediums. The 
demand for its space is such that an ad- 
vance in advertising rates is contem- 
plated for the coming year. Present 
rate $2.00 per line each insertion with 
no discount for any iength of time or 
amount of space. 


Circulation for the past year 542,500 h issue, Not including Nover> 
ber and December aaiasbere, of wh we ‘print one million copies each. 


CYRUS H. K. CURTIS, PusuisHzr, 
PHILADELPHIA, Pa. 
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ADVERTISING BY DISTRICTS 


It has long since become a truism 
in the advertising business that the 
most extensive advertiser cannot use all 
the papers that are published. It is, 
therefore, in determining what papers 
to use and what to leave out that the 
advertiser displays his ability. 

But what shali the man do who has 
no past experience to guide him and 
no information of the advertising values 
of the various mediums? For the use 
of such persons a series of lists has been 
prepared by Geo. P. Rowell & Co's 
Newspaper Advertising Bureau, by 
which the country can be covered 
in a systematic manner with a min- 
imum of papers. This scheme di- 
vides the country into its geographical 
sections, showing the papers which are 
most read ineach section. It has been 
the aim in compiling these lists to give 
simply those which are the most read 
in their respective localities. It will be 
understood that to advertise these dis- 
tricts in a really thorough manner, it 
will be necessary to make a much larger 
selection of mediums. No attempt has 
been made to include papers having the 
largest general circulation, but whose 
readers are not limited to any special 
section of the country.* Following are 
the names of the papers which are rec- 
ommended to advertisers desiring to 
reach either some specified section, or 
the entire country by sections : 


NEW ENGLAND STATES. 
ao, He. Farmer, iy 
Lewisto , Me., Journal, wee ~* 
Portland, ’ Me., Transcript, wee 
Concord, N. H., pa teeny "statesman, 


weekly. 
a H., Union, daily and weeklv. 
N, ‘EH. Mirror and Farmer, 


Vt. Bongsheit, saonth — & 
dai weekly. 
, Vt. Argus and Pate 
fe} and week! iy. 
Herald a a ~~ 4~-h- Sunday. 
Journal, dai 


eek 
American Cultivator, OR 





* This list is blishei from the 175th edition 
let called 


of Geo. P. & Co's 256 
NEWSPAPER ADVERTISIN Re redblinked in April 
of the current year. Price thirty cents. 


Boston, Mass., Congregationalist, weekly. 
Springtield, ‘Mass., Republican, daily and 


y 
processes, B. Bulletin, daily. * 
Providence, R Journal, dail 
Woonsocket, Ri Patriot, weekly. 
Hartford, = Times, daily weekly. 
New Haven, Conn., Register, daily 


wee 
MIDDLE STATES. 
New York City, the leading dailies. 

(The weeklies published in the City of New 
York cireulate very generally in every sec- 
tion of the country, and consequently cannot 
be recommended to advertisers seeking cus- 
tomers in the Middle States only.) 

Albany, N. Y., Country Gentleman, weekly. 
Albany, N. Y., Journal, weekly. 
Elmira, N. y Telegram, weekly. 

mn , Democrat ana Chronicle, 
Syracuse, X ._Y., Northern Christian Advo- 
cate, weekly. 

% = Y., Times, weekly. 

B. a Saturday Globe, weekly. 
N.'J., State Gazette, weekly. 
“Pa., Evening Item, dally. 
Pa., Press, r~ aa weekly. 
Pa., Record, daily. 
Pa., Times, daily “and weekly. 
‘Chronicile- Telegraph, daily 


, Dispatch, daily and Sunday. 
Post, weekly. 
imore, Amevtern, daily and weekly. 


WESTERN AND NORTHWESTERN 
STATES. 


Cincinnati, Gate, Commercial-Gazette, daily 
and weekly. 

Cincinnati, Ohio, Buquiver. daily and weekly. 

Cincinaas, Ohio, imes-Star, daily and 


Cleveland, Ohio, Leader, daily and weekly. 
Cleveland, Ohio, Plain Dealer, wee’ kly. 
Columbus, Ohio, State Journal, daily and 


Toledo, 1 Ohio, a ow 

ndianapolis, Ind., News, daily 

ndianapolis, Ind., Indiana Parmer, weekly. 
Indianapolis, Ind., oe, Seutinel weekly. 

Detroit, Mich., ss, daily ond weekly. 
Detroit, Mich.. Tritune a daily and weekly. 
Chicago, IIL, Herald, daily and weekly. 
Chicago, Ill; Inter-Ocean, aily and weekly. 
Chicago, Iil., cowe, daily "and week! y- 
Chicago, ILL, Tribune, daily. 

a lis, Minn., Tribune, daily 

Minn., Globe, daily, Sunday and 


weekly 
St. Paul, "iainn., Pioneer Press, daily and 
wee! 
St. lo Mo., Globe Democrat, daily and 


y. 

St. Loule, Mo., Republic. and weekl 

St. Louis, Mo., "Journal ot yo he Iture, weeny. 
Leavenworth, . Times, daily and weekly. 
Topeka, } a Capital daily an weekly. 
Omaha, Neb. ally and eekly. 
Milwaukee, Oia sent nel, nel, daily ond wockty, 
et is., isconsin, daily and 


eekly 
Des Yeotnen, Iowa, ter, daily and weekly. 
Denver, Col., Republican can, daily and wounty, 
SOUTHERN STATES. 
Mobile, Ala., Register, daily and weekly. 
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ae. Ala., daily and 
Little Hocie Ark., Arkansas Gazette, daily 


and w 1 

Jacksonville, ‘.. Times-Union, daily and 
wee 

Atlanta, Ga., Constitution, daily and weekly. 

Savannah, Ga., News, daily and weekly. 

Louisville, Ky., Courier-Journal, 


weekly. 
Louisville, Ky., Home and Farm, 
monthly. 
New — La., Picayune, daily and 
wee 
aa Orleais, La., Times-Democrat, daily and 
kly. 


Jeckeon, Miss., Clarion-Ledger, weekly. 
Raleigh, N. C., "News and Observer, daily and 


weekly. 
Coateeem, > C., News and Courier, daily 
and w 
Chattanooga, Tenn. Times, daily and weekly, 
Memphis, Tenn., Appeal peal, daily and bya O 
Nashville, Tenn., American, daily and weekly. 
Dallas, Texas, News, daily and weekly. 
Galveston, Texas, News, daily and weekly. 
Richmond, Va., Dispatch daily and weekly. 
Wheeling, W.'Va., Intelligencer, daily and 


week y: 

Wheeling, W. Va., Register, daily and weekly. 
STATES OF THE PACIFIC. 
Sacramento, Cal., Record-Union, daily and 

weekly. 
San Francisco, Cal., 
weekly. 
San ee Cal., 
San "Francisco, Cal., 
San Francisco, Cal , Argonaut, weekly. 
San Francisco, Cal., Bulletin, weekly. 
San Francisco, Cal., News Letter, weekly. 


San Francisco, Cal., Wasp, weekly 
oo Oregon, Oregonian, ‘Gaily and 


Seattle, \ fe, Wan. Post-Intelligencer, daily and 


Advertiser, 


semi- 





Chronicle, daily and 


Examiner, daily and 


Morning Call, daily and 


" DOMINION OF CANADA, 
Ont., Spectator, weekly. 
Advertiser, pm ona weekly. 
Free ally and weekly. 
Ont., Farmers’ pF Ax monthly. 
Ont., Globe, daily and weekly. 
‘oronto, Ont., Mail, daily and weekly. 
Ont., Christian Guardian, Eoekiy. 
., Star, daily and weekly 
P. ., True Witness weekly. 
a ae oa — 
elegrap 
th Telegra dali” and weekly. 
s., "Herald ae and weekly. 
Man., Free Press, daily and weekty. 


Supplementary to the list given above 
—a list of papers having the largest 
circulations generally has been pre- 
pared, and will be found below. An 
advertisement inserted in these papers 
will be brought to the notice of an 
enormous number of people in every 
section of the country : 


3oston, Mass., American Cultivator, weekly. 
30ston, * Congregationalist, weekly. 
3oston, Mass., Globe, w . 

3oston, Mass., Golde: eekly. 

30ston, Mass. Youth’ 's Companion, weekly. 
“ ass., Farm and Home, semi- 


New ' York 7 Harper's non: weekly. 


iv 
N. 
N. 





City, Tribune, weekiy. 

york City, World, weekly. 
fork City, Cent tury ine, monthly. 
fork City , Harver 8 aeeatnn, monthly. 
Philadelphia, eekly 
Philadel iphia, Pa. Ladies” Home Journal, 
Baitimore, Ma., American, w kly. 

D. 1 Pride, weekly. 


Atenas Ga., Constitution, wee 











daily and Ch 
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Dallas, Tex., News, weekly. 

Galveston, ex., News, weekly. 

Louisville, Ky. , Courier. Journal, weekly. 
Cincinnati, 0 iio, Commercial Guzette, weekly. 


Toledo, Ohi 

Detroit, Mich., Free Press, weekly, 

Chicago, TIL, Inter Ocean weekly. 

icago, IIL, ’ News, weekly. 

= Louis, Mo., Globe- Democrat, we ekly. 

t. Louis, Mo., Republic, w 

a. sco, Ca Bulletin, a kly. 

= Franci isco, Cal., ‘Call, weekly 

r al., Chronicle, weekly. 

as Fran ncisco, Cal, Examiner, weekly. 

Toronto, Ont., Globe, weekly. 

Toronto, Ont., Mail, weekly 

Montreal, P. Q, Family "Herald and Star, 
w 


eekly, 


To illustrate the difference between 
these lists, it will be found by referring 





ranc 











+ tothe latter that the Ladies’ Home Jour. 


nal is given under the Philadelphia 
heading, although it does not appear 
in the first list. While this paper could 
not be recommended to advertisers 
wishing to cover only a particular sec- 
tion—on the other hand, for those who 
desire to cover the whole country it is 
excellent. 


(2 


STRAY SHOTS. 


Pamphlet distribution, as compared 
with newspaper advertising, has never 
been sufficiently discussed. Mr. Mor- 
rison’s pamphlet, entitled ‘‘ Secrets,” 
when compared with the New York 
World, equals in actual printed surface 
(including covers) two-thirds of one 
page. A page in the Sunday World 
can be procured for $go0, less ten per 
cent. It would be possible, therefore, 
to place the same amount of printed 
surface before 250,000 people for $540. 
Mr. Morrison’ s pamphlet, even if print- 
ed throughout on rapid presses, with- 
out lithography, would cost $3 per 
thousand, which would make 250,000 
copies cost $750, without allowing for 
expenses of distribution. A good man- 
ager, working industriously, with good 
assistants, could distribute such a pam- 
phiet at the rate of $1.50 per thousand. 
In small towns, where the houses are 
surrounded by gardens, or in suburbs 
of cities, where vacant lots come in, 
such a rate would be impossible, yet, 
taking the lowest figures for cost of 
printing and distributing pamphlet 
work, would cost over double the news- 
paper service. The first objection 
which will be made to this calculation 
will be that the New York Wor/d, be- 
cause of its larger issues is able to 
quote a lower figure than can be ob- 
tained in other journals. The rates of 
the Philadelphia /tem and Record, New 
York Daily News and other large 
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issues will show comparisons almost as 
strong. But as the small towns ad- 
vance in proportionate cost for news- 
paper space, the cost of distribution 
advances also by addition of hotel bills, 
railroad fares and lessened output of the 
distributors. Every one in the house 
tries to get hold of the daily paper 
some time during the day, while the 
pamphlet, attractive though it may be, 
is likely to be limited to the hands of 
but very few, and too generally of the 
least responsible members of the fam- 
ily. The pamphlet of thirty-two pages 
must be delivered at once, while, with 
the newspaper, it is possible to place 
the matter before the family in thirty- 
two installments of one page each. 
Yet notwithstanding the great differ- 
ence between the cost of newspaper 
advertising and pamphlet distributing, 
there are times in which the use of the 
pamphlet is unquestionably good ; but 
in nine cases out of ten newspaper ser- 
vice is the best. 
* & * * * 
There is a ‘‘ Rule of’ Three” in ad- 
vertising. Three points are required 
for success: to make an advertise- 
ment, to place an advertisement and to 
pay for an advertisement. A careless 
calculator may slip up on any of the 
three points and lose all. Few men 
possess these three capacities—to pro- 
duce, to place and to purchase to ad- 
vantage. 
* * * * x 
Advertising should be to a business 
what fertilizing is to afarm. You may 
fertilize a farm one, two or three years, 
without any great result, but in the 
end the soil will be so rich that the 
value of the farm will be largely im- 
proved. The fertilizer is apparently 
lost, so is the advertising, but the value 
of the business and the value of the 
farm should be raised sufficiently to 
make the investment in advertising, or 
fertilizers, a good one. Some farms 
want quick manures ; others want deep 
subsoil plowing, but the great majority 
need plenty of ordinary manure well 
plowed in. The farmer rarely thinks 
the money thrown away, although the 
first season’s crop may not return the 
full value of the manure. 
* * = » 
Are your outlays in advertising prof- 
itable? is a question which too many 
advertisers would meet on mistaken 
grounds. Cash outlays are rarely prof- 
itable if they prove large interest-bear- 
ing investments. Plenty of men in 


INK. 
this country have put half a million in 
advertising, and have never got their 
money back ; but their businesses pay 
from $50,000 to $75,000 a year, or 
from 10 to 15 per cent. on the invest- 
ment, and they are naturally gratified 
by the result ; but smaller experiment- 
ors in the advertising field expend 
$5,000 the first season, and are disap- 
pointed because they only realize $10,- 
000 gross sale for their goods, on which 
they make a profit of $2,500. Fortune 
lies before them, but because it does 
not materialize at once they despair and 
stop ! 

* 
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* * x * 


Some one asks if the newspapers are 
not willing to increase their circulation 
by being peddled. The question shows 
a total lack of comprehension of the 
subject. Newspapers are sold to car- 
riers and to stands, just as all manu- 
factured goods should be sold to retail 
distributors. If a newspaper put out 
salaried men to sell ‘‘ by introduction” 
from door to door single copies of 
their issues, the smallest newsboy in 
New York City would have sense 
enough to boycott the publisher who 
thus dared to interfere with his legiti- 
mate profits. There is but little op- 
position to the regular huckster, but 
much to men hired to peddle by mill- 
ionaire manufacturers. 

# # * * 

Of all things requisite in a solicitor 
of advertising health comes first. Sur- 
plus health, which by its natural but 
hearty aggressiveness, controls the ad- 
vertiser. An invalid, a dyspeptic, a 
bilious man, will make but a poor im- 
pression, where a bright, healthy boy 
may win laurels. Pity is the poorest 
fund to draw advertising drafts against. 

ARTEMAS WARD. 
> 

EXCLUSIVELY in the interests of *‘ the 
negro” there are, as shown by the 
American Newspaper Directory, fifty- 
four newspapers published. None of 
these are credited with as much as 
5,000 circulation, and but two are’ said 
to have more than 4,000, and one of 
the two is in Chicago. Alabama, 
Florida and South Carolina have both 
one each, while Illinois has six. 

— 

Don’t take your neighbor's coat, or 
his advertising list. Neither are likely 
to fit. Don’t engage ten clerks if you 
only need two—or thirty magazines, if 
you only need five.—Herbert Booth 
King & Bro. 
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ADVERTISING BREVITY. 


The science, art and practice of suc- 
cessful advertising can be divided into 
a hundred chapter subjects, and each 
chapter subject can be sub-divided at 
least a dozen times. To attempt to 
crowd twelve hundred subjects and 
sub-subjects into the little measures of 
a two or three-page article must result 
in absolute failure ; therefore the writer 
will choose one general head, and that 
head shall be *‘ brevity.” Brevity is the 
soul of advertising, as it is of about 
everything else. To attempt to crowd 
more than a reasonable amount into any 
given space is as foolish as the attempt 
to put two buckets of water into one 
bucket. The man who expects his ad- 
vertising to bring him immediate and 
direct sale is simply expecting that 
which cannot from the nature of things 
exist unless in exceptional exceptions. 

An advertisement is and always 
must be an invitation from the adver- 
tiser to the whole or part of the public 
at large. If the advertiser makes it 
more than an invitation and carries his 
urging beyond the province of sugges- 
tion he simply wastes from a half to 
the whole of the money he puts into it. 
The average person believes himself 
not to be influenced by advertising. 
He is, and although he may know it, 
he will not admit it. Ask any one 
hundred men if they ever read the ad- 
vertisements in the papers, and ninety- 
eight will tell you that they do not, 
and ninety-six of that ninety-eight un- 
intentionally lie in telling you so. The 
public are influenced by advertising, 
but they are only influenced by correct, 
legitimate, well-written, well-placed ad- 
vertising. 

A business man may crowd ten col- 
umns of solid matter into ten columns 
of space, and every word of that mat- 
ter may be interesting to him, to his 
clerk, to his office boy, and to his wife. 
He reads it because it is his own, ard 
is often foolish enough to believe that 
others are as much interested in his 
business as he is. . 

Ninety-nine per cent. of all advertise- 
ments are made known to the public by 
a single glance of that public, and if the 
advertisement is so written, so arranged 
and so printed that the public will at 
that one glance absorb enough of its 
meaning to be impressed by it, then 
the advertisement has done nearly its 
entire duty. One line or two lines ex- 
pressing something are worth a thou- 
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sand lines expressing the same idea, 
If the advertisement be a recapitulation 
of the principal things for sale—a sort 
of conventional index—the public will 
glance at it, but no one glance or two 
glances can extract the meat from that 
sort of advertisement, which is nothing 
more or less than a story of the salable 
wheat so arranged as to look like a con- 
glomeration of chaff. 

Too many words in an advertise- 
ment destroy the very purpose for which 
they were written, and are a positive 
guarantee that people will not read 
them. Well-written advertisements are 
more than fifty per cent. news. Ata 
certain season of the year the advertis- 
ing columns of a paper or magazine are 
as much read and studied as the news 
columns. Many a magazine has gone 
to press with as interesting matter in its 
advertising pages as in the body of the 
periodical, and the assertion might be 
quietly made that there are cases on 
record where there has been more real 
brain matter expended on the making 
up of the advertising payes than in the 
construction of many columns which 
rest under the dignified name of litera- 
ture. 

The briefer the advertisement the 
harder it is to write it. Any man with 
a common school education and a dic- 
tionary can say what he has to say if 
you give him a column ora page to say 
it in, but it takes a genius to express 
the contents of that space within the 
measure of a few lines. 

The assertion may be safely ventured 
that over ninety-five per cent. of all ad- 
vertisements written contain from ten 
to ninety-five per cent. too much mat- 
ter, and that they further contain men- 
tion of from two to a hundred more 
subjects and articles than should be 
mentioned within one advertisement. 

Two things of an unlike nature can- 
not be successfully advertised together 
without the one detracting a big per- 
centage from the value of the other. 
Shoes and rubbers may be sold in the 
same store, but if the advertisement 
advertises both, one article absorbs a 
greater proportion of the value of the 
other. The one great golden rule in 
advertisement writing is to advertise 
one thing at atime. Because there are 
a thousand articles for sale it is no rea- 
son that the advertiser should crowd a 
hundred of them into one announce- 
ment. The argument against advertis- 
ing one thing at a time because the 
public can be expecte’ only to be in- 
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fluenced towards buying that one thing 
is as absurd as the argument against 
general food because hard apples are 
not digestible. 

It is truly impossible to center public 
interest upon a conglomeration of sub- 
jects, even though each subject in itself 
may be particularly interesting. It is 
simply a question as to whether the ad- 
vertiser will familiarize the people with 
one thing which he has to sell, and then 
familiarize them with another thing he 
has to sell, and so on, teaching a sort 
of evolutionary kindergarten lesson 
which can never be entirely forgotten, 
or whether he will place before the pub- 
lic a biil of fare so large that no man 
can read through the first course, and 
few of them will attempt to read even 
that much. 

Of course it is not intended to make 
the broad statement that descriptions 
should never be printed, for there are 
articles which require lengthy descrip- 
tion in order to give an intelligent idea 
of their merits. When description is 
to be given it should be placed in me- 
dium or small-sized type, from fifty to 
ninety per cent. of the advertising 
space being left for display, which, if 
it does not tell all about the article ad- 
vertised, will serve to create sufficient 
curiosity or interest to suggest the ad- 
visability of reading the description 
of it. 

Because one article has a dozen 
points not possessed by any other simi- 
lar article, there is no reason that the 
dozen points should be advertised at 
onetime. It is far better to advertise 
generally the first time Point 1, the 
second Point 2, the third Point 3, and 
so on until all the points are covered. 
It would be all right to give all the 
points at once if any one would read 
them, or believe them if they did. 

The one great criticism to be made 
upon advertisement writing is that the 
advertiser writes the advertisement to 
please himself, forcing into it his own 
whims, ideas and sense of art, if he has 
any. In writing advertisements it is 
not a question of how many words are 
used ; it is a question of how much is 
said and how few words it takes to say 
it.—Nathaniel C. Fowler, Jr., in the 
Journalist. 


THE St. Louis Chronicle will send to 
Europe, at its own expense, the two 
most popular clerks in St. Louis or 


vicinity—selected by popular vote on 
cut from the Chronicle, 
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DON’T PUT TOO MUCH IN 
AN ADVERTISEMENT. 

One of the criticisms that might be 
made of a large class of merchants is 
that, in their efforts to win trade, they 
are too diffusive. The ranting orator, 
who roars out every word, leaves no 
place for emphasis. To emphasize 
everything is to emphasize nothing. 
That is the failure with much of the 
advertising done by the retail merchant. 
He has his advertising space ; there is 
room for a dozen things as well as one, 
and he won’t waste (!) the space. He 
is like the man who, at the expense of 
his digestion, persists in overeating 
himself to avoid wasting the food that 
has been prepared. There are adver- 
tisers who obstinately persist in regard- 
ing any white gpace in an advertisement 
as waste space. 

Nothing is gained by crowding an 
advertisement, and much may be lost. 
The reader will turn away from a long 
list of goods, having noted nothing ; 
whereas a description of one article 
might, in spite of himself even, have 
remained with him. The person you 
send your advertisement to is yery much 
like the invalid whose appetite is de- 
stroyed by a display of dishes, but 
tempted by one nicely served dainty. 
There are times, of course, when a list 
of prices on many goods may be intro- 
duced into an advertisement. But, in 
ordinary, to go over a list of articles 
and claim for each that it is the best 
and cheapest is to weaken any effect 
the advertisement might otherwise have 
had. Try the other way. Seize on 
some one line or article and present it. 
Praise it modestly, but strongly. Puff 
it delicately and decently. “Display it 
prominently. Call attention to it per- 
sistently. Pursue this course and you 
will find that in a short time you will 
have a demand for the article you have 
pushed. Thissame specialization, pur- 
sued along the most available lines, 
will be found to be the very best way 
of building up a business. It is, in 
effect, the method which has been suc- 
cessfully practiced by those merchants 
whose names have become synonyms 
for commercial shrewdness and sagac- 
ity. Such a method popularizes the 
store, keeps the merchant’s name 
before the public, and effects that 
first introduction between buyer and 
seller which makes a continued ac- 
quaintance at least a possibility. — 
American Advertiser, 
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THE ‘“ LOUD-MOUTHED” 
STYLE. 

Not long ago PRINTERS’ INK pub- 
lished a number of articles on what 
was variously termed the ‘* loud-mouth- 
ed” or the ‘‘ backwoods” style of ad- 
vertising. These remarks seem to 
have caused considerable concern to a 
Chicago paper called the American 
Advertiser, in whose office these par- 
ticular advertisements originated. ‘This 
paper makes an earnest and, in reality, 
a very good argument for its peculiar 
style of advertising. It states that 
these cuts have been made from de- 
signs furnished by a clever artist who 
does work for the best humorous pub- 
lications, and, as they have been made 
with an eye single to advertising, they 
should not be criticised from any other 
standpoint than that of the retail ad- 








— 


FELLOW CITIZENS, 


I come not here to talk, but to say something. 
Rude am I in speech and little versed in 
the taffy talk of triflers, but when 
the wind is northerly I know 
a hawk from a hand-saw, 


MY NAME /S BLANK. 

Down on Blank Street I keep a splendid 
stock, in which I invite you to invest your 
sesterces, and taste the joy that buy- 
ers teel in bargains worthy 
of their stamps. 
Prices Are Iow, 
For I can wring no money by base means. 
I'd rather coin me heart and drop me 
lood for dollars. I would, 
honest In’jun! 

COME ON! NO BLUFF! 
And keep on buying till you’ve got enough. 
BLANK, - ~ - BLANK ST. 


= Es 


tum ~ 


SIMPLY HOLDING OUR OWN. 


WHICH IS A GOOD DEAL TO HOLD WHEN 
YOU LOOK AT IT. 


We Hold Our Own 


IN GOODS, IN PRICES 
AND IN CUSTOM. 


It’s A Kneesy Thing 


To hold your own when it wants to be held, 
and our own wants to be held, 
Because it Appreciates Good Treatment. 


OUR STRONG HOLD 
IS GOOD GOODS AT LOW PRICES. 
BLANK, - ° BLANKVILLE. 


vertiser ; in other words, so long as an 
advertisement proves a profitable in- 
vestment its artistic feature is a matter 
of small consequence. To criticise an 
advertising cut as profoundly as if it 
were ‘‘ The Angelus,” it is claimed, is 
a waste of energy. The American 
Advertiser's article concludes as fol- 
lows: ‘‘ Writing of the use of cuts in 
advertising, Geo. P. Rowell] says: 
‘Any picture catches and holds the 
eye better than letters do.’ This is a 
clear and concise statement of the pur- 
pose of the cuts we furnish—to catch 
and hold the eye. They are not in- 
tended to awaken a train of profound 
thought. A cut of the kind referred 
to is a mere guide-post ; it is intended 
to arrest the eye and draw attention to 
the information the advertiser has to 
give. There its work ceases. That 
the cut in question did its work well is 
proven by the selection of the adver- 
tisement connected with it, out of 
many in the paper, for reproduction in 
the columns of PrInTERs’ INK.” 








PRINTERS’ INK. 


THE advertisements reproduced on 
the opposite page have been selected 
as examples of the work of the Ameri- 
can Advertiser's artist. Both in draw- 
ing and in reading matter they are 
good examples of their class, and one 
must needs be very sure of his ground 
before he dares to pronounce them bad 
advertisements. 

Such advertisements, however, are 
frequently sneered at as ‘‘ countrified "’ 
by persons who would not care to as- 
sert that they are actually bad. Have 
these critics ever reflected that similar 
advertising cuts are to be seen in the 
big metropolitan dailies? For in- 
stance, many of the sketches ap- 
pearing in connection with the adver- 
tisements of Rogers, Peet & Co. are 
distinctly analogous ; yet that firm has 
found them to be of great advantage. 

Then, again, the humor of these 
so-called countrified advertisements is 
sometimes made the subject of ridicule. 
Right here another parallel suggests 
itself which serves to show the unfair- 
ness of this. In the May 15th issue of 
Life—a publication whose standing in 
the humorous field could hardly be im- 
peached—the following dialogue ap- 
pears in connection with a clever draw- 
ing depicting the surprise of a father 
upon entering a room and finding his 
daughter seated upon a young man’s 
knees : 

The Father—Well, young man, it seems to 
me you are getting along very fast ! 

The Young Man—\ am only holding my 
own, Sir. 

It needs no demonstration to show 
that it is this same idea that has been 
burlesqued in the advertisement on the 
opposite page—a sketch, by the way, 
which appeared some time in advance 
of the Z2/e drawing. 

Following along this line of reason- 
ing one is led, not unnaturally, to in- 
quire how large a proportion of the 
current talk about ‘‘ art inadvertising” 
is sense and how muchis humbug. 
It should be remembered that adver- 
tising is purely a commercial enterprise, 
and that the advertiser buys space in 
the newspapers on the same principle 
as any other business investment, and 
not for the sake of advancing the ‘pub- 
lic taste in art. 

i ie patentee 

THERE is probably mot one per cent. 
of the papers of this country which ab- 
solutely never vary from their rates.— 
L. L. Morgan, of the New Haven 
(Conn.) Register. 


817 
COMMENDA TIONS. 


Tue Daty REFLECTOR, 
Norwa vk, Ohio, May 13, 1890. t 
Editor of Prixtrers’ Ink: 

You are making Printers’ Ink of such 
value and interest that all live publisners 
must read and use it. 

Rer.ector Printinc Co, 
Orrice or } 
Tue Kincston Freeman, 
Kincston, N. Y., May 14, 1890. f 
Editor of Pruxters’ Ink; 

In one year you have made Printers’ Ink 
what some experts would take ten years to 
accomplish, and others could never hope to 
reach a shadow of its success. 

Kincston FREEMAN. 


Cuartes K. Suort, Pharmacist, | 
Saint Joun, N. B., April g, 1890. 
Geo. P. Rowell & Co.: 

In studying the business of advertising I 
have been materially assisted by your Print- 
ers’ Ink, which I subscribed for some time 
ago and receive regularly. * * * 

Cuaries K. SHort. 











SPECIAL NOTICES, 


Advertisements under this head, two lines or 
more, without display, %e. a line. 


seaman CALL, Quincy, Ill. 


mpue CHICAGO EVENING POST. 
KK" ” TAPE IS THE BEST. 
mae CHURCHMAN, the Episcopal Weekly. 
Y Ni CHURCHMAN, the Episcopal Weekly. 
rue CHURCHMAN, the Episcopal Weekly. 
QELIGMAN SUNBEAM, 8S. W. Mo.&N.W. Ark. 


‘PVHE MONTGOMERY ADVERTISER leads 
in circulation in Alabama. 
Gass Little Rock—covers all 
Eastern Texas. 
T will vy be yl Resorts to advertise in 
leading Southern newspapers. 
VHE NASHVILLE AMERICAN is the lead- 
ing newspaper of Tennessee. 
TS ARGONAUT goes into all the well-to- 
do families of the Pacific Coast. 
HE KNOXVILLE JOURNAL is the lead- 
ing newspaper of East Tennessee. 
T WILL PAY Summer Resorts to advertise 
in the RICHMOND (Va.) DISPATCH. 
HE MEMPHIS APPEAL leads in circula- 
tion throughout the Mississippi Valley. 
ARM JOURNAL, Richmond, Va. Circ’n, 
over 7,000; 1 inch (for’30 days) $6 a year. 
HE RICHMOND DISPATCH covers the 
best trade in Virginia | and N. Carolina. 
F YOU WOULD BE WISE, read the adver- 
tisement “ Fraud Ex .” on page 831. 
AUGHLIN FOUNTAIN PEN—best in the 
world. Laughlin Pen Co., Antwerp, Ohio, 


OME, FARM AND FACTORY, St. Louis, 
Mo., Al; 60,000; semi- ); semi-monthly, agricu’l. 


HE HOMECIRCLE, St. I St. Louis,Mo. Month- 
ly; 75,000 cire’n, Rate, 0 cents per line. 


Ark 
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TH\HF FVENING WISCONSIN, Milwaukee, 
has the largest circulation of any daily in 
the State. 
YOMMERCIAL GAZETTE, Pittsbu 
is sees jally valuable to Summer 
advertisers, 


Teer MOBILE REGISTER is the leading pa- 
ver of Southern Alabama, Mississippi and 
estern Florida. 
re ARGONAUT is the only High-Class 
Political and Literary Weekly published 
on the Pacific Coast. 
LORADO EXCHANGE JOURNAL is the 
monarch of Western industrial weeklies. 
$3.00 per year. Denver. 
HE COMMERCIAL GAZETTE, Pittsburgh 
Pa., has the largest family circulation of 
any paper in that section, — 
HE ARGONAUDT has a larger circulation 
than any paper = Ge Pacific Coast ex- 
cept three San Franci dailies. 
Te DA aaviiW; VIEW : only dail. 
Bradford Co., Pa., and the le: 
ly. Advertising rates reasonable. 
HE CHURCHMAN for years has adver- 
tised more Summer and Winter Resorts 
than any other Religious Weekly. 
—“ CHURCHMAN for years has adver- 
tised more Summer and Winter Resorts 
than any other Religious Weekly. 
4 ig - CHURCHMAN for years has adver- 
tised more Summer and Winter Resorts 
than any other Religious Weekly. 
EPUBLIC-JOURNAL, Littleton, N. H.— 
Larger circulation (3,720) than any two 
pupers in White Mountain Region. 
YAN FRANCISCO CALL, the best morning 
) newspaper in California. Unequalled in 
circulation, character and influence. 


S18: 5 al Rg apy poney and 
S0e. Send 
postal =) Ae 


> Pe, 
Baceet 


paper in 
ing wee 


$500, 
ER, Beauclerc, Fla. 


seeenedin ‘Tallahassee, Fla.—Best adver- 
tising medium in State. Special rates to 
Hotels and Schools. 8 8s. Spages. $1 a year. 


ROY BUDGET, most e: most expensive but best 
ad vertisin medium in a and 
Eastern New York and adjoining States. 


OWELL, MASS., has 80,000 population. The 
ao has the ‘largest circulation + ge 


Send for for specimen and 


on FRANCISCO BULLETIN—esta! ony 
is the leading ev newspaper r, Cali- 
fornia in circulation an id influence. Try it. 


OTELS are patronized by Brockton tra- 
velers everywhere. Advertise in the 
ENTERPRISE, Brockton, Mass. Circ’n 6,000, 


SALT LAKE yasors, according to the 
American New md Directory for 1890, 
ann " a cengees circu of any Daily paper 


REVENTION OF FIRE IN HOTELS and 
eat vi denn buildings. Send 60 cents to 
ERHARD, 39 Union 8q., New 

York bite, 


as DAILY TRIBUNE has the largest cir- 
culation in Sioux City, lowa. Sworn 
statement every month. N. ¥. Office, 42 Trib- 


une Building. 

SL WILL_PAY fer ie nicely printed 
Note H eg 

cash with order. OURN PRINTING CO co., 

Kirksville, Mo. 


HOUSANDS of singles single-stam: of 

THE ARGONAUT way he San 

by sulecriserss ve every week, remailed 
rs. 


by su 
‘Tican INTO GLOBE, accor: poomaa he Ameri- 
cp Pinna a Directory for 1590, has the 
reulation of any Daily in the Prov- 
ince inbae Sutario: 


PRINTERS’ INK. 


APER DEALERS—M. Plummer, & Co. 

of 161 William St., New York, ‘will fill 
any order for paper—trom half a quire to 
thousand-ton lots. 


HE DENVER REPUBLICAN, according 

to the American Newspaper Darectory 
for 1890, has the largest circulation of any 
po a in Colorado. 


E most complete and valuable DIREC- 
TORY of the ave: as will soon be 
issued by D. O. HAYN & CO., DETROIT. 
Sample pages on + AS 
IMES, Hartford, according to the Ameri- 
can Newspaper Directory for 189, and by 
general consent, has the largest circulation 
of any daily in ‘Connecticut. 
NTERIOR: Chicago; according to the 
American Newspaper Directory for 189, 
has a larger circulation than any other Pres- 
byterian weekly in all America. 


HE CITIZEN, Lowell, Mass., has more 

readers among the classes that patronize 

“Summer Resorts” than any other paper in 
the city. Advertising rates low. 


RITE to GEO. P. ROWELL & CO’S News- 

Fane", Advertising Bureau, 10 Spruce St. 
New k, for informationas tocost of Hotel 
and Summer Resort Advertising. 


ALLAS NEWS and GALVESTON NE W8, 

according to the American Newspi \per 
Directory for 1890, have the largest circula- 
tion of any daily papers in Texas 


E WILL insert 2 lines 1 week in 1,300 

newspapers for $13.00. Send for cata- 
logue: address NEW YORK NEWSPAPER 
Ud ION, 134 Leonard St., New York. 


TLANTA JOURNAL, according to the 

American Newspaper Directory for 1590, 

has the largest circulation of any daily news- 
paper issued in the State of Georgia. 


HE placing of Hotel and Summer Resort 

Advertisements in best mediums a spe- 

cialty with GEO. P. ROWELL & CO., 10 Spruce 
ses ‘ew York. Good service insured. 


Lite. AND GREAT CANADIAN 

wiv" on es cove i ~ by 

WINNIPEG. MA FR 8 pages 
morning and pale: 16-page —— 


HE LORD & THOMAS Religious News- 
Ce pe oy a is THE medium for ad- 
Mpa sers to reach the best buyers of the West. 
Lowest rate by all advertising agencies. 


EORIA JOURNAL, according tothe Ameri- 

can Newspaper Directory for 1890, has 
the largest circulation of any daily paper 
in Illinois, outside of the City of Chicago. 


A DezRTUEMERTS received for leading 
American newspapers. Files kept three 
months for examination by advertisers. Ad- 
dress GEO. P. ROWELL & CO., New York. 


LL SCHOOLS, Colleges, Seminaries and 
Hotels of the Uni States and Canada 

send 4cents in stamps for valuable “FACTS” 

to M. C. FOLGER, Granville, N. Y., Box 361. 


ee eed 13.0 high bridge. 
le, bu ng new iz 

Rowell Co. recomme ma TH E JO Nat, 
50 years old, as best Daily saat best Wont 


——— having a circulation as 
ficient to command, with proper effort 
advertising 


and harmdling, la tronage, 
_ DAY, N New Market, Ne 


address STANLE 
ES.—A lal large stock of elec- 
of engravings—embracing all 
THE PRESS 


at nominal prices. 


troty 
Tanai 
VING CO., 88 and 88 and 9 Centre St.. N.Y. 


HEREWITHAL CO’S, CO’'S, Broad and Chest- 

nut Sts., Philadelphia, Pa., “‘ WHERE- 
WITHAL ”"—Two- , seven words, 
and no more surface Education. Price $1. 


KS OF THE BIBLE ANALYZED 





PRINTERS’ INK. 


HE KANSAS FARMER, published at To- 
ka, has the largest circulation of any 
Kansas newspaper according to the American 
Newspaper Directory for 1890. Ask forsample. 
ICHMOND DISPATCH, according to the 
American Newspaper Directory for 1890, 

has the largest circulation of any peper in Vir 
ginia both for its Daily and Weekly editions, 


I UBUQUE (IOWA) TELEGRAPH. Circu 

rising meat 5,000; Weekly, 10,000. Best 
advertising medium in Northwest. Send for 
rates. C HALL, Advertising Man’g’r. 


HE ade EDITION OF THE BALTI 
MORE AMERICAN, according to the 
American Newspaper Directory for 1890, has 
the largest issue of any Maryland newspaper. 
OURNAL OF AGRICULTURE, weekly. 
Guaranteed and sworn circulation 45,000 
weekly. 2c. per agate line. Send for sample 
copy. Journal of Agriculture, St. Louis, Mo. 


| ty TIMES, according to the Ameri- 
can Rowseeper Directory for 1890, has a 

cireulation which is exceeded by but one 

oiuer pager in the State, outside the City of 
ew or 


ORTLAND OREGONIAN, pecceting tothe 
American Rowapage per Directory for 1890, 
has the largest circulation of any Daily paper 
a west of St. Paul and north of San 
ranc: 
Qome of the leading papers throughout the 
Kast have failed to state commission and 
to send card rates to Kell 
vertising paecae. Albany, 
business C. O. D. 
ATIONAL TRIBUNE: is the only paper 
published at Washington, D. C., to which 
the American News: Directory for 1890, 
accords a regular circulation exceeding 100,000 
copies each issue. 
MAHA BEE, according to the American 
Newspaper Directory for 1890, has the 
largest =— the largest ——~ and the 
largest wee kly issue possessed by any Ne- 
braska newspaper. 
biymim— OHIO.—THE TRIBUNE, Daily 
and Semi Weekly, is the paper named in 


"s Original Ad- 
. ¥. Gilt-edged 


Geo. P. Rowell & Co’s list of newspapers that 
ve advertisers A po for the money, for 
Ber liaire, Ohio. Try 
ACKSONVILLE 1 — UNION, according 
io the American Newspaper rongece 
for 1890, is the only paper in Florida whic 
—— regularly more than five thousand 
copies oath and every issue. 


Ao, METHODIST, published week- 
ly at Little Rock, has the largest circu- 
lation of any paper in ‘the State, according to 
the American Newspaper Directory for 1590, 
The circulation is sworn to. 


HE BOWLING GREEN TIMES-GAZETTE, 
weekly edition, has the largest circula- 
tion of any r published in Kentucky out- 
side of Louisville, according to the American 
Newspaper Di irectory for 1 
EDICAL BRIEF: a monthly, published 
4) at St. Louis, has, according to the Amer- 
ican Newspaper Han for 1890, a larger 
circulation than an r medical periodical 
printed in the United States. 
a AGRICULTURIST, published 
Racine, has the largest circulation of 
any periodical printed ‘oe n English in the State 
of msin, according to the American 
Newspaper Directory for 1890. 


ny NEW YORK LEDGER is one of the 
newspapers to which the new edition 
of the American Newspaper Directory for 
1890 accords a regular circulation of more 
than soy copies each isst each issue. 
ston, ott the Americ American Ne 
lars, and ty a bn 
pod with ita paras ey 
Printers’ Inx for ene ree Ad : GEO. 
P ROWELL & CO., Publishers, Non 10. 10 Spruce 
St., New York. 
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re: ALO EVENING NEWS, according to 
the American Newspaper Directory for 
190, has a greater circulation than any other 
Daily in the State outside of the City of New 
York, not excepting Brooklyn. 


NDIANA FARMER: published at Indian 
apolis; has, according to the American 
Newspaper Directory for 1890, a larger circu 
lation than any other agricultu weekly 
issued in the State of Indiana, 


Ce AN STANDARD, Cincinnati, week- 
ly, according to Am. Newspaper Directory 
the leading ¢ Christian newspaper and one of 
the several religious papers exceeding 25,000. 
Try it. Always full of business. 


‘T. PAUL GLOBE: Sunday edition, is the 
only Sunday paper in the State of Minne- 
sota that is rated »y the American Newspaper 
Directory for 1890, as having a circulation of 
more than 25,000 copies each issue. 


y EST SHORE: Portland, is the only paper 

in Oregon thatis rated by the Ameri 
can Newspaper Directory for 1590, as having 
a circulation of more than 2,000 copies each 
issue. It is beautifully illustrated. 


CCORDING to the American tk — ol 
Directory for 1890, HOME AND COU 

a money Mg s friend and literary paper 

at N.Y. , has the largest circulation of 

any of its cl lass. Make a note of this. 


HE NEW YORK SUNDAY MERCURY is 

one of the 55 newspapers to which the 
new edition of the American Newspaper Di 
rectory for 1890 accords a regular circulation 
of more than 100,00) copies each issue. 


HE CENTURY MAGAZINE, New York, is 

one of the 27 periodicals to which the 
new edition of the American Newspaper Di 
rectory for 1890 accords a regular circulation 
of more than 150,000 copies each issue. 


VHE weekly edition of the TOLEDO BLADE 

is one of the 55 newspapers to which the 

new edition of the American Newspaper Di 

rectory for 189) accords a regular circulation 
of more than 100,000 copies each issue. 


VNHARLESTON, 8. C. THE NEWS AND 

/ COURIER has the largest Daily, Weekly 
and Sunday issue of any paper published in 
the State of South Carolina, according to the 
American New spaper Dire Directory for 1890. 


OUSEHOLD PILOT, published at New 
Haven, a Monthly, has more than four 
times the circulation o ‘any other periodical 
printed in Connecticut, according to the 
American Newspaper Directory for 1890, 


G ROCERIES: of all the publications de 

voted to the Grocery trade, according to 
the American Newspaper Directory for 1890, 
the largest circulation is ponent by the 
NATIONAL GROCER, weekly 


IPPINCOTT’S MAGAZINE, Philadelphia, 

Pa., is one of the % periodicals to which 

the new edition of the American Newspaper 

Directory for 1890 accords a regular circula 
tion of more than 100,000 copies each issue. 


HE NEW YORK MORNING JOURNAL 
is one of the 55 newspapers to which the 
new edition of the American Newspaper 
Directory for 1890 accords a regular circula- 
tion of more than 100,900 copies each issue. 
TEN, a Norwegian Weekly, published 
at Decorah, is credited by the American 
Newspaper Directory for 1290, with having as 
large a circulation as any newspaper in 
Iowa. Actual sworn circulation over 
ONDON DAILY FREE PRESS, qocusting 
to the American New mand Directory 
for 189, has the largest circulation of any 
daily in the Province of Ontario outside of 
the bity of Toronto. GEO. P. ROWELL & Co. 


OME AND FARM: a semi-monthly "has, 


Kentucky; 


sued at Louisville, 
Newspaper 


according to the American 


. Fectory for 1890, a larger circulation than iam 


other agricultural paper published south of 


che Ohio rive 
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FT Le 


820 PRINTERS’ INK. 


4 = OBR: according to the American 

wie per Directory for is%, the 

RORTHW STERN LUMBERMAN,a weekly 

of 56 pages, published in Chicago, has 

= a circulation than any other paper de- 
to this interest. 


HE SATURDAY GLOBE, a weekly news- 
per, published at Utica, N. Y., is one of 
the 27 newspapers to which the new edition 
of the > American Newspaper Directory for 1890 
accords a ay owe circulation of more 
150,000 copies each issue. 


O BETTER advertisi pen in Ohio 
than DAILY REPUB TIMES, WEEK- 
LY = and LUTHERAN EVANGE- 
LIST. Represented by all Tonal & . * 
cies. Address A. D. HO 
Publishers, Springfield, Onto. 


*PECIAL rates for Hotel and Summer Re- 
r sort announcements, in carefully selected 
ists of publications adapted for this class of 
advertising, furnished on © SOW as ion. Ad- 
dress GEO. P. ROWELL & Advertising 
Bureau, 10 Spruce St., New York 


HE TOLEDO DAILY BLADE now has an 

average circulation of 12,00), reaching 
some days of each week 13,700 Thisisa larger 
circulation than all other "Toledo Dailies com- 
bined, and the largest circulation of any daly 
eeee Pp Ohio outside of Cleveland or Cin- 
cinnat 


RENCH: of all the papers published 1 
the French langu: in British North 
America, or in all Ame x for that matter, 
the largest circulation, according to the 
American Ry A rectory for 1890, is 
possessed b rah” 4 issued at Montreal, P.Q., 
tatied LA RESS: 


HENEVER an advertiser does business 
with our Adver —., Agency to the 
amount of $10, he will be all wed a jiscount 
sufficient to pay for a year’s subscription to 
Printers’ Ink. Address: GEO. P. ROWELL 
& CO., Be ee tore, Advertising Agents, No. 10 
Spruce St 


HE BIRMINGHAM AGE-HERALD hasa 
considerably larger issue than any other 
‘gore in Alabama, and the WEEK. 
LD has more than three times the 
circulation of any other Alabama weekly, 
according to the new edition of the American 
Newspaper Directory for 1890. 


Hz L and Summer Resort Advertising 
aa be intrusted to the care and judg: 
ment of reliable advertising agents who ai 
best sft ted conversant with the publications 
best su for yw class of advertising. GEO. 


York, wo : qoakebly of this line. 


HATTER—Nothing like any other paper 

in America. It insures its readers on the 
railroads. Every traveler takes it, The best 
medium for Hotel Proprietors. Its stories, 
jokes and pictures captivate man, woman 
and child. Send for advertising terms to 
E. G. RIGGS, 19 Beekman St., N. Y. 


HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $50, he will be presen with a 
pee ny mre wnt cop: = oe a — 2 
per D' sore a book of 1,450 pages, price 
BPs ROWELL L & CO., Newspaper Ad- 
erttling Pah, 10 10 Spruce &t., New York. 


OUTHERN CHRISTIAN ADVOCATE, pub- 
lished at Columbia, has, according to the 
American Newspaper Directory for 189, a 
r circulation than any other religious 
jodical issued in the State of South Caro- 
ina. For sample copies and rates, address 
CHARLES A. ALV . Jr., Columbia, S. C. 


RTLAND, MAINE.—Geo. P. Rowell & Co. 
— a list of the best or most widely 

Hated or influential newspapers issued at 

jaan | business ome py ae Ee 


count oe aoe > genes 
ee ‘or his money, 
this list THE A THE EXPRESS. Dally. ts 

‘or Portland. 


10 ag St., New 


ARMERS’ REVIEW : a weekly, published 
in Chicago ; ne. according to the Ameri 
can Newspaper Directory for 1890, a larger 
circulation than any other strictly icult- 
ural publication issued in the State of [ilinois. 


Ts Weekly Edition of THE TORONTO 
MAIL, according to the American News- 
sr Directory for 1890, — — la t cir- 
culation of any ~~ + 4 in the 
Province of Ontario, T , hy Can. 


EXAS FARM AND RANCH, a semi- 

monthly published at Dallas, has, ac- 
cording to the American Newspaper Direct. 
ory for 1890, by far the largest circulation of 
any agricultural riodical printed in the 
State of Texas. tern office, 119 Potter 
Building, New York. J.C. BUSH, Manager. 


( NLY such publications as are read by a 

people of means are well 
adapted for Hotel and Summer Resort Adver- 
tisers. Those who are desirous of good ser- 
vice in the plectag of ths their advertising should 
contract with WELL & CO'S 
Newspaper avertistne Bureau, 10 Spruce 
St., New York. 


CRANTON TRUTH.—Geo. P. Rowell & Co, 
publish a list of the best, most widely cir- 
culated and influential newspapers issued at 
important business centers throughout the 
pony pe BO newspa — in each place that 
ives the advertiser the most for his money. 
nm this list THE TRUTH, Daily, is named 
for Scranton, Pa. 


LLEN’S LISTS.—THRIFTY FARMER AND 
FIRESIDE MAGAZINE: amonthly, pub. 
lished at Portland; has, according to the 
American Newspaper Directory for 189, a 
larger circulation than any other strictly 
oer ricultural periodical issued in the State of 
ine. It is one of the renowned ALLEN’S 
LISTS publications. 


VERY HOTEL READING ROOM can be 
su ee witha ne copy ot of the NEW YORK 
WEEK for the season if 
the proprietor. will send us his address and 
ro mise to keep the peper on file. The WIT- 
ESS will be ec apprecs ted by his respectable 
family DOUGALL & CO., 150 
Nassau New York. 


Te IR of Hotels and Sum- 





pr 
Je me = ad in the New Orleans PIC 
For advertising rates and ae sample os song of, 4, the 


re pores address NICHOLSO 


New Orleans, La. 


OODBURY, N. J.—Geo. P. Rowell & Co. 
pu ublish a list of the best or most widely 
circulated or influential newspapers issued at 
paw ow rah cape —- throughout me 


my Lip AF, 3 
= edcertions ise ti 

m this list THE DEM Oona Week ly, 's 
named for Woodbury. 


Raa CONNECTICUT. — Geo. P. 

Rowell & Co. publish a list of the best or 

most widely circulated or influential news- 

trout issued at important business centers 

a= the countr —— ees in 
lace — ves t. 

= mone m this ioe ‘THE HE JOURNAL 
named for R kville, 


cKEESPORT, PA.—Geo. P. Rowell & Co. 
ublish a list of the best or most om | 
circulated or influential ~oegngers 
t busi: eae 

wer in —,* piace 


newspa; 

he advertiser the most mo or his 

money. A we. Dally. 8 
named for McKeesport. 


ENECA FALLS, N. ¥.—Geo. P. Rowell & 
Co. publish a list of the best or most wide- 

y circulated or influential newspapers issued 

at = rtant business ay ~yh eas hout the 
;—the ae nomen © money. 


gives 8. Ba. fee Te THE genie wes 
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—Geo, P. Rowell & Co. pub- 


rt 
ee ver tise "most Sor his money. 

nm this list {THE COURIER, Daily and Wee 
ly, is named for Du Bois. 


AY CITY, MICH.—Geo. P. Rowell & Co. 
publish a list of the best or most pen 
circulated or influential news apere & issued 
at important business centers t hout the 
country ;—the ey yh in pnw vy e a 
ves the advertiser the most for hia mon 
m this list THE TRIBUNE, Daily and Week. 
ly, is named for Bay City. 


USHING, N. Y.—Geo. P. Rowell & Co. 
publish a list of the best or most widely 
cire vlated or influential ters through issued 
at important wanes centers thro’ —y 
aT —the newspaper in each 
genes he adve wateen the most for ~ 
this list THE JOURNAL, Daily and Wee 
ly, is named for Flushing. 


OANOKE, VA. —Geo. o. P. Rowell & Co. pub- 
, lish a list of the best or most widely cir- 
culated or influential newspapers issued at 
important business centers throughout the 
countr “os newspa ox in or ace —_ 
ives the advertiser the most for his mone 
n this list THE HERALD, Daily and Week- 
ly, is named for Roanoke. 


NDEPENDENCE, KANSAS - —Geo. P. Rowell 

e A publish a list of the best or most 

circulated or influential newspapers 

pe atimportant busin rer 

out the country; oo as ane Lag v4 

gives the adve ost for h 

money. On this list THE "REPORTER. Daily, 

is named for Independence. 


ANANDAIGUA, N. Y.—Geo, P. Rowell & 
J Co. 2 @ list of the best or most 
prea or jal news) rs 
issued at important business centers through- 
out oe hy ah —the ee in each 
om hat gives the adve the most “4 
is money. On this nfist THe “TIMES, Wee 
is named for Canandaigua. 





lish a list of the best or most widely cir- 
culated or influential newspapers issued at 


A Xian Illinois.—Geo. P. Rowell & Co. pub- 
important perenene centers throughout the 


country ;— in each maee that 
gives the a dvertiser ¢ the most meet for is money. 
this list THE TELEGRAPH, Daily ‘and 


Weekly, is named for for Alton. 


EKIN, ILLINOIS.—Geo —Geo. P. Rowell & Co. 
publish a list of the best ormost widely 
circulated or influential newspapers issued 
at important business centers throughout 
the em! ;—the newspaper in 
that gives advertiser the most for his 
money. On this list THE TIMES, Daily and 
Week y, is named for Peki n. 


TEUBENVILLE, OHIO. ).—Geo. P. Rowell & 
Co. are pk a list a the best or most wide- 
ly cir news) rsissued 
at important ‘business ~ throughout the 
count ~ a. newspaper in each tha 
ves t vertiser the moot for 
m this ae THE HERALD, Daily one Week. 
ly, is named for Steubenville. 


AYTON, OHIO. ).—Geo. | P. Rowell & Co. 
publish alist of the best or most widely 
circulated or influential newspapers issued at 
important business centers reas 


— a 
2 this list fay | HERALD, Daily and W 


ly, is named for Dayton, Oh 


ASSILLON OHIO.—Ge —Geo. P. Rowell & Co. 
oe blish a list of the best or most widely 
4 or influential newsapers issued a 
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ESTFIELD, MASSACHUSETTS.—Geo. P. 
Rowell & ’Co. ss alist of the best 

or most widely circu: jal news- 
papers issued at important. business centers 
avgnapout the country ;—the ne rin 
lace that one the advertiser the most 

‘or his money. m this list THE TIMES, 
eekly, is named for Westfiel \d. 


aa PAE PRESS.—Geo. Rowell & 
ublish a list of the best or most 
w aely Citculated or influential newspapers 
issued at importaht business centers through- 
out — EX 7, nowepaper in each 
glace hat gives the advertiser the most for 
is A On this list bit PRESS, Daily 
and Weekly, is named for Utica. 


OHNSTOWN, N. Y.—Geo. P. Rowell & Co. 
publish a list of the best or most widely 
circulated or influential newspapers issued at 
important business centers po ay «oy the 


count the newspaper in ‘for lace that 
ives o advertiser veteee the mos -f x mone y. 
nm this list THE DE MOCRAT, Daily and 
Weekly, is named for Johnstown. 


ALENA, ILLINOIS.—Geo, P. Rowell & 
Co. publish a list of the best or most 
patna 2 circulated or influential newspapers 
issued at important business centers through- 
out thecountry ;—the newspaper in each place 
that gives the advertiser the most for his 
. On this list THE GAZETTE, Daily 
and Weekly, is named for jena. 
ree: VIRGINIA.—Geo. P. Rowell & 
blish a list of the best or most 
widely reulated or influential newspapers 
issued at important business centers through- 
out the country ;— 
that gives the adve 





per es 


newspa, 

rtiser the most rs his 
mone On this ‘ist THE VIRGINIAN, Daily 
and eekly, is named for Norfolk. 


7 ATERTOWN, N. Y.—Geo. P. Rowell & 
Co. publish a list of the best or most 
widel ——— 7 influential newspapers 
issued at impc t business centers through- 
out thecountry ; ithe newspaper ty 
that gives the advertiser the most his 
money. On this list THE TIMES, Da iy and 
Weekly, is named for Watertown. 


EYMOUTH, MASSACHUSETTS. — Geo. 
P. Rowell & Co. publish a list of the 
best or most widely circulated or influential 
newspapers issued at important business cen 
ters throughout the country ;—the newspaper 
in oo place t ives the advertiser the most 
{or ee money. On this list THE GAZETTE, 
eekly, is samed for Wey mouth. 
EW BEDFORD (Mass.) EVENING STA ND- 
ARD, according to the American News- 
fats per Directory for 1890, has a larger circu- 
tion than any paper printed in Southern 
Massachusetts. ew dford has lots of 
wealthy people, most of whom summer away 
from home. Advertise your —— or sum-* 
mer excursions in the 8 AN DA 


ADISON, INDIANA. —Geo. P. Rowell & 
Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 


t out thecountry ;—the newspaper in each ye 


that gives the advertiser 
mone. On this list THE COURIER. T Dally 
and Weekly, is named for Madison. 


EW BEDFORD, MASS.—Geo. P. Rowell & 
Co. ublsh liste of the bestor most wide- 
ly circulated or influential newspapers issued 
at impo! business centers thro’ out the 
country j—the news, r in each 
: Gn'this list, THE STANDARD, De 
nm this list, THE STANDARD. Daily and and 
Weekly, is named for New Bedford. 
PRINGFIELD, MISSOURI.— Geo. P. Rowell 
& Co. publish: a list of the best AA most 
or 





t new: 
the issued at at important business centers through. 
out newspaper 


the country; ie —the tn each 


that gives 


i On this THE LEADER, Daly 
and "Weekly, is tne ust or Springfield. —_ 
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AST LIVERPOOL, OHIO.—Geo. P. Rowell ALESBURG, ILLINOIS.—Geo. P. Rowell 

& Co. publish a list of the best or most W & Co. publish a list of the best or most 
widely circulated or influential newspapers widely circulated or influential newspapers 
issued at important business centers through- issued at important business ceuters through- 
out the country ;— ed meg rin ey out the country ;—the newspaper in each place 
that gives the advertiser most for his that gives the advertiser the most for his 
money. On this list THE. CRISIS. Dally and money. On this list THE REP. REGISTER, 
Week y, is named for East for East Liverpool. Daily and Weekly, is named for Galesburg. 


ALL RIVER, MASSACHUSETTS.--Geo. P. —“~— GEORGIA.—Geo. P. Rowell & 
Rowell « CO. publish a list of the best or ublish a list of the best and most 
most widely circulated or influential news- Sianty oe reulated newspapers issued at im- 


papers issued at important business centers ——_ business centers throughout the 
throughout, the esukiny ;-the a0 newspaper in ow On this preferred list the HERALD 
each —_' 1 ~ the advertiser the most AND DVERTISER is named for Newnan, 
Sorh pont n this list THE NEWS, Daily Ga., and is one of the four weekly papers 
and Weekly, is named for Fall River named for the whole State. Only paper in 


— 20 . 

ONG ISLAND CITY, N. ¥.—Geo. P. Rowell ©°U"Y atiiieeite 
& Co. publish a list of the best or most HE PEOPLE’S HOME JOURNAL Is one of 
widely circulated or influential newspapers the 55 newspape rs to which the new edi- 
issued at important business certers through- tion of the American Newspaper Directory 
out the country ;—the newspaper in each place for 1890 accords 2 seguiar circulation of more 
that gives the advertiser most for his than 100,000 copies each igsue. The actual 
On this list, THE STAR, Daily and circulation is 1 125,000 each issue, guaranteed. 
Weekly, is named for for Long Island City. Advertising, rates 80 wf per =, F. ‘-— 
sher, 1 108 e Bt. 
EOKUK, IOWA.—Geo. P. Rowell & Co. New York. P 

publish a list of the best or most widely ee 

DVERTISING IN GERMAN NEWSPA- 


ctreulated or influential ay issued at 
business centers throughout the PERS throughout the United States and 


important 
country; ;—the oy a F in each —— a Canada carefully executed, at Saverakie 
gives the advertiser t Fad rices, and with every advantage e as to posi- 
On this list THE ¢ ‘ONSTI UTION DEM, ep er og: Gagtey ¢ shanges, o. brs 0. P. ROW- 
Daily and Weekly, is named for Keokuk o.. u —- > rom we wore City. 
eensineienmeion a complete List of a rman Newspapers, 
ORWICH, CONNECTICUT.—Geo. P. Row- with circulation of each, in pamphlet form, 

ell & Co, ‘publish a list of the bestor most gent on receipt of 10 cents. 

widely circulated or influential newspapers —_—_. 
issued at important yn through- OPEKA CAPITAL: Geo. P. Rowell & Co. 
out the country ;—the rt 9 in each ublish a list (ONE PAPER IN A STATE) 
Kin that gives the oaver rtiser the most for in which they name the one publication that 
mone On this list THE BULLETIN, “is read by the largest number of the best 
aily an Weekly, is named for Norwich. fa of _— Districts —- one of Yr. 
Name we tates, Territories, Districts or Provinces o 
UBURN, MAINE.—Geo. P. Rowell & Co. the United States ‘and Dominion of Canada, 
publish a list of the best or most widely For the State of Kansas the r named on 

circulated or influential enters thrg issued this list is the TOPEKA CAP’ TAL 


at important business centers y= 
the country ;—the newspaper oe ga JOURNAL: Geo. P. Rowell & 
that gi ves the advertiser the roel for Co, publish a list (ONE PAPER IN A STATE) 
monet “On this list THE GAZETTE, Dally in which they name the one publication that 
and Weekly, is named for Auburn, Maine. a “7 by the pmpees — r = the Py 4 
Le gee = gue class 0 rsons” thro out each one of the 
So OUTH FRAMINGHAM, MASS.—Geo. P. States, Territories, Districts or Provinces of 
Rowell & Co. paaieh oa et of the best or the United States and Dominion of Canada. 
most widely tial news- Por the State of Maine r named on 
papers issued at important business centers this list is the LEWISTON. 5 URNAL. 
throughout the country ;— = gorepnver & in ——— 
eee one the adve: ARTFORD TIMES: Geo. P. Rowell & 
for his money. nm this list THE T: TRIGUNE, Co, publish a list (ONE PAPER IN A STATE) 
“Weekly, is named for South Framingham. zm a | a = one ew ae 
be gem np “is re y t argest number of the t 
Cr Co. punt MICHIGAN.—Geo. P. Rowell class of persons” throughout each one of the 
& Co. publish a list of the best or most States, Territories, Districts or Provinces of 
widely circulated or influential newspapers the United States and Dominion of Canada. 
issued at sapestens panna cents Sssse= For the State of Connecticut the rnhamed 
ot hooey? j—the newspaper ae yw on this list is the HARTFORD TIMES. 


ti gives t advertiser the most Pia aon a 
money. On this list THE REPUBLICA Semi. ILMINGTON NEWS: Geo. P. Rowell & 
Weekly and Weekly, isnamed for Coldwater. Co. publish a list (ONE PAPER IN A STATE) 
—_—— in which they name the one publication that 
AWYERS ARE BUYERS. The National “is read by the largest number of the best 
ae System, published weekly pas, clase of persons” throughout each one of the 
accord to the American Newspaper States, Territories, Districts or Provinces of 
tory for © 500, the largest circulation of any the United States « and Dominion of Canada. 
he law journals—more than half as lar 4 For the State of Delaware eer) es 

as all others combined. Guaranteed 30,000 on this list is the WILMINGTON Ne 

week! For advertising, address 8. Cc. wi, 

LIAMS, Room 42 Tribune Building, N.Y. City. NE of the most successful smal we 
ever had veges bye oy = his ad vertise- 
ONONGAHELA, PA.—Geo. P. Rowell & ments in this wa t the best service you 
Co. publish a list of the best or most can for me for $5.00 He left every detail 
Ieued circulated or influential newspapers tous. There is no more expensive luxury 
me businesscenters through- for an -~ tL to indulge in than to tle 








issu 
'p pay iy his agent’s hands b: tting him to tell in 
that gives the 2 advertiser no most for his - exactly whet’ be will do. GEO. P. 
eney aa o on —— REPUBLICAN, ROWELL & CO., 10 Spruce St., New York. 
sily and Weekly, isnamedior Monongahela. + UnrivGTON FREE PRESS: Geo. P. 
ASHVILLE AM ERICA’ N: Geo. P. Rowell Rowell & Co. publish a list (ONE PAPER 


& Co, publish a list (ONE PAPERIN A StaTe) IN A STATE) in whic! prey name the one pub- 
in which y name the one psoas that lication that “is read by the largest number 
“Is read by the , Largest number of the best of the best class of persons” th e ---y- 


class of ut each one ofthe one of the States, Territories, tricts or 
States, torr srpousen, Des ee or ion of Catiaday Provinces of the United Statencas Dominion 
he United States and fc of Canada. For the State of Vermont the 


For the State o/ Tennessee rnamed med on this list is the BURLINGTO 
on this list is the NASHVILLE mn ERICAN. PREE ‘PRESS. , : x 
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RCULATION 1,500,000. There were print- 
ed and circulated for 1890 the above num- 
ber of GRIER’S ALMANAC. Almanac 
pom wn Ly for =e for es p. ce is al- 
rene re on ‘or for 1. Only A pages 
f Ww BURK & CO., oe 


oak INDIANAPOLIS NEW: 

Rowell & Co. publish a list A PAPER IN 
A State) in which they name the one publi- 
cation that “is read by the largest num 
the best class of persons” throughout each 
one of the States, , terri tories, Districts or 
Provinces of the United States and Dominion 
of Canada. For the State of Indiana the 
paper named on this list is THE INDIAN- 
APOLIS NEWS. 


N Kowell & Co. publish a list (ONE PareER 
IN A State) in which they name the one pub- 
lication that “isread by the largest number 
of the best class of persons”’ throughout each 
one of the States, Territories, Districts or 
Provinces of the United ye and Dominion 
of Canada. For the State of Alabama the 
Ei per named on this list is the MONTGOM- 
ERY ADVERTISER. 


SAN FRANCISCO CHRONICLE: Geo. P. 
i Rowell &Co. ety (ONE PAPER IN 
A StTaT«) in which they name the one publica- 
tion that “‘is read by the lai t number of 
the best class of persons” throughout each 
one of the States, Territories, Districts or 
Provinces of the United States and Dominion 
of Canada. For the State of California the 

r named on oy list is the SAN FRAN- 
SO CHRONICL! 


SOUTH CAROLINAT Ges Geo. P. Rowell & Co. 
publish a list (ONE PAPER IN A STATE) in 
* ey name the one publication that 
“is read by the largest number of the best 
class of persons” throughout each one of the 
States, Territories, Districts or Provinces of 
the United States and Dominion of Sonate. 
For the State of South Carolina the pa 
ire by this iist is the NEWS AND © U- 
RIER of Charleston. 


-— THE reuse er EVENING 
ITEM AND THE SUNDAY ITEM are 
counted among the 27 a .._.@ to which 
the new edition of the American Newspaper 
Directory for 1890 accords a regular circula- 
tion of more than 150,000 copies each issue. 
The ITEM is the o daily south of New York 
that is counted in this is class. Its total edition 
including the Sunda La is the second 
largest in the United 


YOLUMBUS, OHIO.—Geo. —— P. Rowell & Co. 
publish a list of the best or most widely 
eir ori al newspapers issued at 
important business centers throughout the 
country ;—the news, —— rin 4 Fy that 
the adve is money. 
this list THES TOURNAL” Daily, Sunday 
and Weekly, is named for Columbus. Es- 
vial gstension is called to the Sunday edi- 
jon. ee a Sunday peeer in city that receives 
Press reports. 
OTEL and Summer Resort announce- 
ments inserted upon the most favorable 
terms obtainable consistent with ser- 
vice. We seek the patronage of such adver- 
tisers as desire to Fo themselves of our fa- 
cilities and apply for estimates with the in- 
tention of contracting with us. Send for 
phlet called “ New r Advertising.” 
Price thirty cents. Address GEO. P. ROWE 
& CO., Newspaper Advertising Bureau, 10 
Spruce street, New York. 
T IS PROVEN that pena grithin =e | 
every 5-page s 2 nes an 
peviodicnia. scars Sk ith be nders, &c., 
will be using DAY’S DIAMOND iD PASTE. uk 
be be red by th te 


n 
“It oat t's 
Com 
in our 

> Press 


Hoe 
is printed, to stick together 
nr enter into the ~~~ -up of 
DIAMOND Pas D PASTE iH good ine in ever ery respect 
that we unhesitatingly recom: nd it. 


ONTGOMERY ADVERTISER: Geo. P. 


bse 





year 
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ARM POULTRY, Boston, Mass.—Ably ed 
ited to interest and instruct the many 
thousand artisans, mechanics and families in 
the suburbs of - towns who, as well as 
farmers, Keep ew Hens; therefore, an 
excellent a advertisers’ medium. 





WANTS AND FOR SALE. 


Advertisements under this head % cents a line 


WANTED, 
AMES WANTED.—Subscription lists of 
pers pengns, Farmers, ete. Give 
price. Address “CASH,” Box 3,613, N. Y. 


RESS AND FOLDER.—Some newspaper 

contemplating or having made a change 
of outfit, with a good, modern drum cylinder 
or two revolution press that will print a 35x48 
sheet, and with or without folder, that can 
be bought ¢ heap for cash, should address the 
DEMOCRAT, Wapakoneta, O. 


kK ISSUE of PRINTERS’ INK is 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. if you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 


FOR SALE. 
| ek ALE—%,000 Live Names. Good ones. 
FAVORITE PIKE & CO., 45 Randolph 8t., 
Chicago, Il. 
YOR SALE open gay 0 
York. $1,200 cash. 
Painters’ Ink. 


OUTHERN INDUSTRIAL RECORD, Ga., 

Printing Office and paper will be sold. It 
is a valua’ ao, paying property. Write for 
particulars and investigate. 


ERRY MINERAL SPRINGS, Pike County, 

Illinois.—For Sale, 1065 acres, 100 rooms, 

% furnished,on Wabash Railroad Will ex- 

change fr Eastern property in part. For 

“%, analysis of waters and terms, address 
WILSON, Springfield, Illinois. 


hs you want to sell yo your Newspaper or 
Job Office, a Press or a Font of Type 
tell the story in ‘twenty-three words amd ceed 
it, with a dollar bill, to the office of PRINT 
Eks’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 
R SALE.—The MARYLAND FARMER, 
with its plant entire, including the ac- 
cumulated electrotypes of 27 years, office li 
brary and fixtures, an established} jon busi- 
ness, etc. The oldest and most influential 
agricultural magazine in Maryland—issued 
weekly. The health of the proprietor re- 
uires the sale. Address WALWORTH & 
$0.; Bi Baltimore, Md. 


RESS FOR SALE.—A Cottrell & Babcock 
——— News and Job Press, air 
springs, tapeless delivery, rack and cam dis- 
——- two-form rollers, bed 32x46 inches, 
r hour; all in first-class order, 
with steam fixtures complete. A fine press 
for either job work or for a mpwepapes, A 
close inspection invited, Can seen run- 
= atany time. Will Ay ood i low. Deliv- 
f.o.b. th Elizabeth. ELIZABETH DAILY 
JOURNAL, Elizabeth, N. i 


= SALE.—One < i ap best-peying coum coun. 
try new eet at 
in 1876. Published -¥4-~ site. Population 
1,200, of ou 30,000. Annual advertising 
Official organ of the 
> ne Se job-office, with 10 months’ 
unexpired contract for county printing. 
Ds Le ee” as town, with a splendid ru 
fk work, $3,500; half cash; balance “in 
-# and two years, with interest. This in- 
cludes house lot. Good ipesen for sell- 
ing. NEW ERA, Groesbeeck, T 


New 
care 


in Eastern 
Address CASH, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





GEO. P. ROWELL & CO., Pustisuers, 
Office: No, 10 Spruce St., New York. 





Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 cents 
a line; $50 a page ; one-half page, $25; one- 
fourth page, $12.50. First or Last age, F100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 2 
centsa line. Advertisements must be hande 
in one week before the day of publication. 








NEW YORK, MAY a1, 2890. 





THE Messenger is a Catholic weekly, 
ublished in Worcester, Mass., by 
oyle & O’Leary. Through a curious 

conjunction of circumstances, the name 
of Denholm & McKay, a local dry- 
goods firm, is incorrectly given in the 
American Newspaper Directory as the 
publishers. 





THE combination of Sunday news- 
papers known as ‘‘ The Three Tele- 
grams,” which formed the subject of 
an article in an issue of PRINTERS’ 
INK about two months ago, has been 
augmented by a fourth, called the 
Pennsylvania Telegram, which has just 
been started at Reading. The founder 
is James M. Place, who sold out his 
interest in the Harrisburg 7¢/egram to 
Will F. Jordan on the first of the pres- 
ent year. The new paper will be rep- 
resented in New York and Chicago by 
A. Frank Richardson. 





Tue New York Wordd, in its issue 
of May 11, introduced a novelty in 
rinting which will be of considerable 
interest to advertisers, One page ap- 
peared in two colors, one color com- 
pletely surrounding the other, and 
both colors printed at one impression 
from one plate. This has always been 
considered an impossibility in the 
printing business, and experiments 
have been carried on for years with a 
view to this result. The significance 
of such an invention to advertisers—if 
it can be generally introduced—does 
not need demonstration. An adver- 
tisement printed in blue or green in 
the center of an ordinary newspaper 
page would be a novelty of a highly 
valuable character. 


PRINTERS’ INK. 


THE ne pers of the whole coun- 
try exhibit the influence of the John 
Wanamaker and Rogers, Peet & Co's 
advertisements. The first named has 
made popular that vast improvement 
of the appearance of an advertisement 
page, which comes from setting the 
body of the advertisement in Roman 
lower-case letters of long primer, or 
some other type large enough to be 
more easily read than the ordinary 
reading matter of the paper.- The in- 
fluence of the second is shown in the 
use of outline pictures intended for 
the rapid printing of the cylinder press, 
inviting attention by the connection, 
or want of connection, between the cut 
and the subject-matter of the advertise- 
ment. 





A CANADIAN correspondent, in de- 
bating the question of pamphlet adver- 
tising in PRINTERS’ INK a few weeks 
ago, made the assertion that pamph- 
lets, even though properly addressed, 
frequently did not reach their destina- 
tion, but remained piled up in the 
corners of the country post-offices until 
they were old enough to sell to the 
paper mills. This letter came under 
the notice of the Postmaster General, 
who considered it a slur upon the 
postal system and directed the District 
Inspector to call upon the writer and 
either clear the Department of the 
odium or remedy the evil if it was 
actually found to exist. PRINTERS’ 
InK’s correspondent now writes: ‘‘I 
think I proved to the gentleman’s sat- 
isfaction that the evil was genuine, but 
not confined to Canadian post-offices, 
as the same thing was going on just 
as regularly in Uncle Sam’s domain, 
and I showed him also that it could 
not be remedied. The emoluments of 
country postmasters are not sufficient 
to enable them to have suitably ar- 
ranged offices, extra clerks, full com- 
plement of letter and newspaper boxes, 
etc., which would be needed for the 
proper distribution of the flood of 
books, pamphlets, calendars, almanacs 
and sample papers which continually 
pours into every post-office.” 





THE recently developed practice, on 
the part of the established advertising 
agencies, of publishing a selected list 
of the newspapers which they will try 
to specially represent, and of confining 
their principal efforts to secure business 
for those, instead of scattering their 
fire over the enormous number of pa- 
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pers of all sorts, has led to a some- 
what careful consideration and discus- 
sion, by the agents who compose the 
Association of General Newspaper Ad- 
vertising Agents, of those practices 
on the part of newspaper publishers 
which seem calculated to undermine the 
agencies and make their business un- 
profitable. There are some publishers 
who allow to advertisers every consider- 
ation, reduction or commission which 
they grant to the most favored adver- 
tising agents: they boldly adopt these 
tactics and in a manly way avow them. 
This is their privilege. There are 
othess who appear to make an effort to 
do all they can to keep in accord with 
the leading agencies, It becomes quite 
important for the agents to be able to 
know to which class each publisher 
of a conspicuous newspaper belongs. 
When a publisher conveys to the 
agencies the impression that he will 
protect them in their transactions and 
then proceeds to allow the agent’s com- 
mission to the advertiser who deals di- 
rect with the newspaper office, the influ- 
ence upon the business of the agency in 
such a case is more serious than a plain 
refusal of any commission whatever ; 
and the agencies are of one accord in 
pronouncing such a publisher a most 
dangerous enemy. 


a 
QUOTATIONS ON ADVERTISING. 


OFrFIce oF } 
Sr. Paut Dairy Grose, i 
St. Pau, Minn., May 4, 1890. 
Editor of Pruxters’ Inx: 

Would you kindly inform me, through the 
columns of Printers’ Inx, where I would be 
likely to find a book—if such a thing is in ex- 
istence—containing the opinions of promi 
and successful business men on the effective- 
ness of news ~ advertising? I refer to 
short, gested 9 rases, such as ‘**I would as 
soon think of doing business without clerks as 
without advertising — John anamaker ;"’ 
“The road to fortune is through printers’ 
ink—P, T. Barnum.” You will confer a 
great favor on me if you will give me the de- 
sired information. Nep Nosie. 

Hardly an advertising pamphlet has 
been issued which has not contained 
more or less of these quotations, but 
we know of no publication exactly ful- 
filling the conditions required. ‘‘ The 
Men Who Advertise,” a book published 
by Geo. P. Rowell & Co. in 1870, but 
which is now out of print, contained a 
large number of these sayings. Prob- 
ably an examination of a file of Print- 
ERS’ INK would reveal more matter of 
this character than could be had from 
any other source now available.—[Zd. 
PRINTERS’ INK. 





TAX ON ADVERTISEMENTS. 

Orrice or W. L. Doveras Suor Co., | 

Brockton, Mass., May 1, 18go, 
Editor of Printers’ Ink: 

In a recent article on advertising published 
in the Argonaut | was struck with the follow- 
ing: * For instance, in 1867, when a tax was 
collected on advertisements,” etc. Could you 
or any of your many readers inform me what 
that tax was, and how and from whom col- 
lected? A. Q. Mitcer. 

Such a tax was in effect in this 
country for nearly six years, and, 
through the courtesy of David M. 
Stone, editor of the New York Journal 
of Commerce, PRINTERS’ INK has been 
enabled to refer to the various sections 
of the law governing it. On July 1, 
1862, the tax on advertisements was 
first imposed. It was included in the 
Internal Revenue Act and provided 
for the collection of a tax of three per 
cent. on the gross advertising receipts 
of all literary, scientific and news pub- 
lications. Those papers which did 
not circulate more than 2,000 copies, 
and whose annual receipts from adver- 
tisements were not in excess of $1,000, 
were exempt. A later amendment to 
this law reduced the limit from $1,000 
to $600, and the per cent. of taxation 
was increased from three to five. 
These laws caused much discussion at 
the time and were generally considered 
unfair. The repealing act passed Con- 
gress March 31, 1868. This answers 
all the points raised in the above com- 
munication, but it may also be added 
that in Great Britain and France it 
has been the custom to tax advertise- 
ments. The following extract from 
the Encyclopedia Brittanica is of inter- 
est in this connection: ‘‘ Previous to 
1833 the duty on each advertisement 
was 3s. 6d. in Great Britain and 2s. 6d. 
in Ireland ; in that year it was reduced 
to 1s. 6d. in Great Britain and 1s. in 
Ireland. In 1832—the last year of the 
high duty—the total number of news- 
paper advertisements in the United 
Kingdom was 921,943, viz.: 787,649 
in England, 108,914 in Scotland, and 
125,380 in Ireland, the amount of duty 
paid in that year being £172,570. In 
1841 the number of advertisements 
had increased to 1,778,957, viz.: 1,386,- 
625 for England, 188,189 for Scotland, 
and 204,143 for Ireland, and the total 
duty paid amounted to £128,318. In 
1851 the amount of duty rose to 
£175,094 Ios. 8d., being for England 
£142,365 3s. 6d., Scotland £19,940 
11s., and Ireland £12,788 16s, 2d.°— 
[Zd. Printers’ INK, 
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CHICAGO’S CURIOUSLY 
NAMED PAPERS. 


The newspaper nomenclature of 
Chicago is worthy of a passing notice. 
Chicagske Listy, Dagbladet, Glos Wol- 
ny, Svornost are all issued daily. 
Gamla och nya Hemlandet comes out 
semi-weekly. Afppleton’s in the Swim 
is literary. Chaf——which recently sus- 
pended publication—was a_ society 
journal. Lye is devoted to photog- 
raphy; //aming Sword advocates re- 
form; Zever is prohibition; Zar claims 
to be comic; Open Court is scientific; 
Vim is independent; Mixed Drinks is 
strongly opposed to prohibition; Presto 
is musical; B/azes is the organ of the 
State Fireman’s Association; Climax 
goes in for fiction; Helping Hand is 
matrimonial; //osanna lauds Christian 
Science, and Hustler is Methodist in 
doctrine. Jn Bottle espouses penman- 
ship; /nk Fiend mechanics, and A/isk- 
Wi-nen-ne is devoted to Red Men. 

There are three weekly newspapers 
in Chicago called Record. One is is- 
sued from 415 Dearborn street, and 
prints forty-nine other editions under 
different names for suburban towns; 
one is published from Grand Crossing, 
and one from Lake View. Then there 
are in the same city Riverside Record, 
Business Record, Pythian Record and 
Record of Christian Work. 


THE NEWSPAPER PUFF. 


Advertising is the magician’s wand 
that transforms the merchant’s small 
store into a huge mercantile establish- 
ment, and increases his trade from a 
minimum to a large, growing and suc- 
cessful business—not to a maximum, 
for tne shrewd dealer, who is invariably 
an advocate of printers’ ink, always has 
new fields to conquer. The use of the 
newspaper puff is perfectly legitimate, 
and its universal appearance is the best 
evidence of its importance. A nicely 
written advertisement in the form of a 
newspaper article is effective and will 
show results. That’s what the pur- 
chaser of space wants. It appears as 
pure reading matter and will be noticed 
In preference to display advertisements, 
and very often read by persons that do 
not intentionally peruse advertising. It 
is insidious, attractive and interesting. 
Appearing as it does in a semi-news 
way it will be read and thoroughly con- 
sidered, because it carries the indorse- 
ment of the medium in which it is pub- 
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lished with it. The better the paper 
the more pronounced the effect. Money 
can be made by advertising, providing 
you have a good article to sell. So 
experienced advertisers say. How did 
they do it? They applied to an ad- 
vertising agency that made a business 
of originating and making up attractive 
advertisements, as well as acting as 
agents for the different publications 
throughout the land.—Ned Noble in 
St. Paul Globe. 

TAXING ADVERTISEMENTS 

IN ENGLAND, 





Newspapers at the beginning of the 
present century, while costly in price 
were small in size ; but what was news 
and what were advertisements occu- 
pied pretty nearly as much space rela- 
tively to the sheet as is the case in the 
papers of to-day. If anything, the 
advertisements took up more space 
than the news, and this in spite of a very 
heavy tax. It is found that in the 
last year of the high duty 787,649 ad- 
vertisements were published in Eng- 
land, 108,914 in Scotland, and 125,- 
380 in Ireland, and these yielded a 
total duty of £172,570. Considering 
the extent of the reduction, the falling 
off in the revenue from this source was 
not, even at the outset, very great. 
The number of advertisements doubled 
themselves in a very short time, so 
that the government were almost re- 
recouped for the concession they made, 
and before the tax was removed alto- 
gether more money was received by 
the Treasury for advertisements at the 
reduced scale of duty than had ever 
been obtained under the old conditions. 
The reduction of the tax was an indi- 
cation that in due time the impost 
would be abolished altogether, and 
this desirable end was reached in 
1853. Mr. Sell was at the trouble to 
have the advertisements appearing in 
a late issue of one of the London 
papers counted, and found the number 
to be 2,179. At the higher rate of tax 
the charge of the advertisements of 
this one paper alone for that day 
would be £381 6s. 6d., and for the 
year it would be £119,973 8s.—Zeeds 
(Eng.) Mercury. 


> 

THERE is one daily paper partly in 
Hebrew, published in New York City, 
with a circulation of more than 4,000, 
and all told there are in the country 
seven Hebrew papers. 
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VALUE OF JUDICIOUS 

CIRCULATION. 

It may be said, without fear of con- 
tradiction, that an advertisement may 
be never so well worded, and the ar- 
ticles advertised be meritorious beyond 
a doubt, yet if it be not given to the 
public through a medium that reaches 
the class of people interested in it, the 
advertiser will presently be found in 
the ranks of the few who doubt the 
utility of advertising—a class, happily, 
that grows smaller as the world grows 
older. Now, with the average trade 
journal it is not so much the subscrip- 
tion list that makes the paper valuable 
to advertisers as the manner in which 
the editions are circulated, and for this 
important essential the advertiser must 
depend upon the integrity of the pub- 
lisher. This idea of advantageous cir- 
culation will be readily grasped when 
we say that a paper circulating among 
subscribers only will reach just that 
number, be it great or small, while 
large editions of specimen copies reach 
thousands of other readers in the trade, 
and large numbers besides, who, 
through their business, are interested 
init. This idea may be further illus- 
trated to the yearly advertiser by the 
fact that his advertisement reaches 
almost as many different persons as 
there are copies of the paper issued 
during the year. 

This matter of judicious circulation 
is such an important one to advertisers 
that no honorable purchaser can afford 
to adopt a haphazard system in regard 
to it. Advertisers have the right to 
know, not only the size of the editions, 
but the plan of circulating the same, 
in order that they may know that they 
are getting what they bargain for ; and 
the newspaper that can and is willing 
to back its statements by indubitable 
evidence is the journal that merits, and 
usually receives, cordial support.— 
Geyer’s Stationer. 

————_.¢--- 

WHAT greater and truer friend has 
humanity than the country editor? 
He laughs with you when you are 
glad, weeps with you when you are 
sad, and smiles at you when you are 
mad. He is both kind and wise, and 
rarely lies, but if he does it creates 
no surprise. He has a heart as well as 
cheek; is sessed of spirit and yet 
is meek, and for all this he lives on 
fifteen cents a week.— YamAill County 
Herald. 


THE 
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SCRIPTURE IN ADVERTTSE- 
MENTS. 


In the latest issue of the Christian, 
a fortnightly magazine published at 
Little Rock, Ark., appears this curious 
paragraph : 

The editor wrote an ad, and some of the 
preachers called it sacrilege because it had 
Scripture in it. This gave him an idea worth 
thousands of dollars, Henceforth our adver- 
tising columns will sparkle with Scripture! 
Look at ’em. 

This invitation to inspect the adver- 
tising columns brings to notice several 
gems in the art of soliciting patronage 
with printers’ ink. The following is a 
sample : 





And the same John had his raiment of 
camel's hair, and a leathern girdle about his 
loins.— Matthew 3:4. 

CAMEL’S HAIR 
—AND— 
A LEATHERN GIRDLE 
MIGHT DO FOR 
John the Baptist in the Wilderness, 

But a Modern Christian ought to go to 

ENGSTROUM & FRASER, 
MERCHANT TAILORS, 
202 W. Markham St., 

LITTLE ROCK, ARKANSAS, 
AND GET A 
FASHIONABLE SUIT 
IN THE SPRING STYLE. 

And ye have respect to him that weareth 


the gay clothing, and say unto him, Sit thou 
here in a good place.— James 2:3. 





of a 
carpet and furniture company—con- 


Another—the announcement 
tains the verse from Genesis: ‘‘ Now 
Rachel had taken the images and put 
them in the camel’s furniture, and sat 
upon them. And Laban searched the 
tent but found them not.” A third 
advertisement has for its motto: ‘‘ Sol- 
omon in all his glory was not arrayed 
like one of these,” and then proceeds 
to inform the public that the Queen of 
Sheba would open her eyes with de- 
light if she could step into the double 
store of Mrs. B. Gans, who has been 
established in Little Rock for eighteen 
years. 


Tue Chinese boast of two papers in 
their own language—both in San Fran- 
cisco. 
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Correspondence. 


THOUSAND DOLLARS FOR 
HALF A COLUMN. 


THREE 


Orrice or THE ATHLOPHOROS Co, 

Laboratory and Factory at New Haven. »- 

New York, May 10, 1890. ) 
Editor of Pruxters’ Ink: 

The following cutting, taken from to-day’s 
Herald, opens up again the question of the 
management of certain —— which pride 
themselves upon the arbitrary manner they 
are conducted : 

A stoey is told of an advertiser who pre- 
sented himself at the New York Herald 
counter with a three ee dollar roll as 


and cut, both of which were entirely against 
their tastes, as it is for the proprietors of some 
of our newspapers to impose the rigid, unrea- 
sonable and antiquated rules they do, It is 
one of those uliar English customs that 
must ome & ive way before the ixtelli- 
gent progress of ‘American ideas, The Lon- 
don dailies which impose similar restrictions 
as the Hera/d and Eagie are, to say the least, 
much more consistent than their imitators on 
this side, They refuse to take display at even 
quadruple rates; but the Heradd will put up 
= large composite and, I may add, illegible 
, providing the advertiser's roll ‘of 

bi Is is sufficiently imposing. Yet we 4. beer] 
in all seriousness by men who claim to respect 
the intelligence of the advertising public, 
that this is an ae method of conduct- 
ing a daily newspa In the face of such 

ure, unadulterate Senken. the language of 

ir Peter Teazle, upon the question of senti- 


ng ment, appears too mild to express the contempt 


Mr. Howland. There is astandingrule in the 
Heraid office to never insert an adv 
cut.— 

The above quotation is given a prominent 
position in the Herald if may be taken as 
expressing or, perhaps, more correctly, empha- 
sizing the views of the management, In the 
recent discussion in your valuable journal upon 
the above and kindred subjects the Herald 
was pointed out as a model of a journal which 
studied the small as well asits large advertisers 
and religiously refused to insert cuts. If this 
question is divested of all its sentimentality 
we shall find that the principal reason for 
these arbitrary methods is not so much a 
worship of typographical art as a means of 
making the advertiser pay for something he 
never gets. Why should the Heradd stoutly 
refuse to insert cuts and t Telegram go 
around begging for them and usin —. special 
argument why it should obtain t 
of advertisers, the fact that oelthes @ ‘ois oor nor 
breaking column rules will be charged extra? 
The reason is plain: The 7e/egram wants 
advertising badly and the Herald manage- 
ment believes it has sufficient. It would be 
well for newspaper owners to be, first of all, 
consistent, particularly when they base their 
arguments upc n such high moral and artistic 

ast ts of cut and display 
advertising = "Would not the management 
of the Herald be ating more justly by its 
readers, to say nothing advertisers, if it had 
accepted the cut in question, no matter how 
inartistic it might have been, than inserting 
such suggestive advertisements as “ The 
hearts of four modest young ladies,” reprinted 
in your last issue? e cut might have been 
a credit to the discretion of the management, 
while each Sunday’s “personal” columa isa 
stain upon its proprietor and editor. 

lam one of Those who believe that the pro- 
— of a journal has a perfect right to say 

his paper shall be qeututied, whether it 
is its editorial opinion, its news matter or the 
y gra: appearance of the advertising 
umns. At the same time I maintain, with 
equal earnestness, that the advertiser has some 
riches which ere long will have to be respected 
even Md such Cage F as the oe oa of 
the New York Herald Brooklyn 
Eagle. The increased rates co display ~——_— 
soon cease if only the large advertisers were 
be true tothemselves. Let the dry-goods or 
tising be taken from the journals which are so 
and then see how 





4 


to insist. 


a certain style 


Sie ad the tailor and 
that their patrons should 


such peculiar methods of reasoning deserve. 
Just one other point before I close this 
hasty note, If the editor of the Herald be- 
lieves that he is doing his readers a service by 
illustrating his reading matter, what reason- 
able argument can possibly used against 
room F the advertising columns as well? 
None, is refusing cuts, double and quad- 
ruple rates for breaking column rules, belongs 
to journalistic superstition— which is, like 
many others, made to bring grist to the mill. 
It will not last; but it would be sooner rele- 
ted to the lumber-room of the past if the 
rge advertisers would only use a little energy 
toward protecting their interests, In spite of 
the lack of unity amongst them, it is a hopeful 
sign to see many journals of “large known 
circulation”’ and influence cast away the cob- 
webs of superstition, and aw meet the 
advertiser in a spirit of fair 
oun T. iy. RGESS, 
Manager The Athlophoros Co’ 's Advertising. 
>> 


Pee og’ TO THE BEST INTER- 
STS OF ADVERTISERS.” 


A. N. Ketitoce NEWSPAPER Co., 
Proprietors of 


Kexioce’s Lr 
New York, , May 1, 1890. ) 

Editor of Pruxters’ Inx: 

Your correspondent Ehjah E. Knott states 
that he admires “ Mr. Hallock’s devotion to 
the best interests of advertisers,’ but disa- 
grees with his advocacy of displayed adver- 
tisement — he characterizes asa *‘ great 
shadow o! all other advertisements 
and oe vo men em valueless.’” He also 
claims that the chen man should be put 
on a cheap page, and that the liberal man 
should have the reserved seats,’’ presumably 
meaning the preferred positions; and further 
states that no first-class paper in the near fu- 
ture will admit of being used as a bill poster. 
: pees tender ay thanks to Mr. Knott for 
to my devotion 
ro > the best interests of advertisers, and will 
add that I know of no cause more worthy of 
thoughtful consideration than the interests of 
those with whom we do business. If ever I 
feel unable to render an equivalent to an ad- 
vertiser for the money he proposes to spend, I 
peates in every instance not to take his order. 

L also find, after years of experience, that 
the nearer we can h to the r 
wishes of our cust! s, the 
The interests of publishers of news- 
papers and advertisers should be mutual. A 
man who sells advertising, knowing full well 
that it is not calculated to prove beneficial, is 








PY 





better. 
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the common enemy of both publisher and ad- 
vertiser. The agent, publisher or representa- 
tive who, with good judgment and strict in- 
tegrity, looks after the interests of his client, 
is the one to whom advertisers and publishers 
alike should feel grateful. So much for the 
“interests of advertisers.”’ 

Now, Mr. Knott does not fully understand 
what I have previously written on the subject 
of displayed advertising if he believes that I 
advocate bill-poster advertising or anything 
whatever akin to it. I firmly believe in the 
right of each advertiser to instill into his ad- 
vertisement sufficient display or character to 
make it noticeable if not attractive, and I also 
believe it to be wise to grant such advertisers 
as may be willing to pay for it the privilege 
of whatever preferred position, or, to use Mr. 
Knott’s expression, “ reserved seat,’’ the pa- 

r may have at its disposal. 

lf all advertisements in a newspaper were 
properly displayed there would be no reason 
why any one of exceptional size should ob- 
scure the rest, much less render them value- 
less. People’s ideas as to what constitutes 
a displayed advertisement differ materially ; 
judging from the way Mr. Knott expresses 
himeclf, 1 take it that his idea of a displayed 
advertisement is something set in large, black 
letters, combined, perhaps, with a coarse wood 
cut. While it is doubtless true that such ad- 
vertisements are rightly called “displayed,” 
they are nevertheless far from what I advo- 
cate or admire in that direction, On the other 
hand, it is the most uttgr folly to urge a gene- 
ral adoption, on the part of newspapers, of the 
pian of setting advertisements without display. 

Another correspondent to Printers’ Ink 
on this subject advocates the use of a style of 
type to be gotten up exclusively for advertis- 
ing purposes, to take the place of black-faced 
letters. There is no more reason why adver- 
tisers should be obliged to conform to any 
particular style of letter, or to adopt any 
method which should make each advertise- 
ment similar in general style and a ance, 
than there is sense or reason in thinking it 
would be an advantage to the human race if 
every individual resembled his neighbor. The 
very fact of there being a contrast between 
advertisements renders them doubly interest- 
ing to the reader and infinitely more profitable 
to the advertiser. I sometimes think it is pos- 
sible to read the character of a firm by the get- 
up and composition of its advertisement, and 
it is almost invariably true that a man with 
comparatively little experience can separate 
at a glance the meritorious article advertised 
from one of a reverse order, as a paying teller 
would discriminate between good an 
money. J 

This question of display advertising is a 
vital point of importance to advertisers. The 
truth is, a majority of them do not spend time 
enough, or care and thought sufficient “er 
duce announcements worthy of them, It is 
my belief that there are more instances where 
advertising has failed to bring profit on this 
account dues than from almost any other 
cause. 

The subject of advertising and the wording 
and display of advertisements require most 
careful thought and study. The local page 
of an ordinary country newspaper shows in- 
numerable examples of wasted effort in this 
direction, not orly in the amount of space 
used, but in the general unattractiveness of the 
matter and setting of the same. _ A paper may 
run display advertisements and yet exclude 

a gant pl on, Shas line, such as 
would injure its t raphical appearance. 

Sesauee a few iItadvised or ignorant adver- 
tisers prostitute the art of display advertising 
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by the use of objectionable cuts and a general 
conglomeration of black letters, is no reason 
why display advertising should be condemned. 
People who run an improperly displayed or 
poorly worded advertisement fail to get the 
returns which would most invariably follow 
had they exercised more care or skill in the 

reparation of their announcements. Ugly 

lack cuts and bill-poster type in a news- 
paper are an offense to good taste, to be 
sure; but the advertiser pays the penalty in 
meager returns, and the “ punishment fits 
the crime,” 

Business men unskilled in the art of adver- 
tising cannot expect to reap the profits gained 
by those whose experience in that line has 
shown them the best modes of procedure. 
But, whether dealing with a novice or with a 
man of experience, it is plainly the duty of 
both agent and pudlisher to render the ut- 
most “‘ devotion to the best interests of the 
advertiser,” which is certainly equivalent to 
saying their own interests, as the two are 
identical, W. W. Haciock, 


2 


A WESTERN LADY GETS A CHANCE 


Orrice or Miss Fiora A. Jones, ) 
Proprietor and Manufacturer of the famous | 
“ Blush of Roses,” if 
Soutu Benp, Ind., May 10, 1890. ) 

Editor of Printers’ Ink: 

When your paper was in its infancy I sent 
you $1.00 for one year’s subscription. 1] was 
quite disappointed when the little sheet came, 
but, like good wine, it grew better and strong- 
er with age, and it has long since been read 
with a great deal of interest, and its arrival 
anxiously awaited, I donot know of anything 
which has kept pace with you in your rapid 
growth unless it is the sale of the ** Famous 
Blush of Roses,” which reminds me, by the 
way, of my apology. I notice in your April 
30 number, page 674, that the Hlousewi/e—of 
course you mention no name, but I am satis- 
fied that that is the paper which the Curtis 
Publishing Company has reference to—re- 
ceived 9,912 letters in answer to a seventy-line 
advertisement which was three times inserted 
in the Ladies’ Home Journal. Very good, 
But I received over 7,000 letters from a “* Blush 
of Roses”’ five-line advertisement, one time 
in the Ladies’ Jiome jJournal. How do I 
know? Because | signed Flora M. Jones in- 
stead of Flora A, Jones, so I could recognize 
every letter trom the Ladies’ Home Journal 
and counted them each mail. 

I also received from a five-line advertise- 
ment, repeated several times in the Detroit 
Evening News, over $z00 from druggists 
and ladies in Detrvit and vicinity. Mr, Ed- 
itor, just give us Western ladies a chance; 
I say Western because I am a “ Hoosier" 
now since removing from the Empire State, 
but I am—what | have always been—a push- 
ing advertiser for trade, and I also have the 
honor to be your most attentive listener when 
you are talking to us —- Printers’ Ink. 

LORA A, JONES, 


Advertising is: first, attracting at- 
tention—a monkey does that. It is, next, set- 
ting up acquaintance—the monkey will take 
you into undesirable company. Next, devel- 
oping mutual interest, hen, satisfaction of 
wants; honorable exchange. It has beena 
blunder all through the past to mark the seller 
of anything rae with ignominy. He is 
more of a gentleman by trade than a courtier. 
It has been his fault. He has been too much 
of a courtier.—/. £. Powers. 
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DISCUSSING A TECHNICALITY. 


Orrice or West Suore, t 
PorTLAND, Oregon, May 3, 1890. § 
Editor of Printers’ Ixx: 

I suppose it is somewhat presumptuous to 
question the decision of “the various De 
Vinne proof-readers” on the subject of the 
abbreviation of the singular and plural poses- 
sives of the word company. You say that 
they write the singular thus: Co’s and the 
plural Cos,’ Now, these two are utterly in- 
consistent and cannot be reached by the same 
process of formation. For instance—Co’s for 
the singular is reached by writing the word 
Company’s and eliminating all between the o 
and the apostrophe. Take the plural, Com- 
panies’, and eliminate all between the o and s, 
and you have Co’s’, the elimination being 
necessarily indicated by an apostrophe. 

The form depends entirely upon the basis 
started from—that is, whether you abbreviate 
the possessive or add the possessive to the 
abbreviation, I have shown the logical form 
of abbreviating the possessive. If, however, 
you add the possessive to the abbreviation 
you get Co.'s fer the singular and Cos.’ for 
the plural. Why the gentlemen you quote as 
authority should form their singular by one 
process and their plural by another, I cannot 
see. It is certainly a plural way of doing a 
singular thing. 

H. L. We tts, Editor West Shore. 


DO WE EAT FISH? 

Not a bit of it for this editor this week, He 
has been kept too busy to stop to eat fish and 
pick out the little bones. We have had to set 
all the type alone on the paper this week ; dis- 
tributed all that was in last week’s issue ; set 
up and made ready jobs enough for our boys 
to make nearly 25,000 impressions on the two 
presses, besides the larger one worked the 
Local—one page at a time, four pages; made 
up the pages of the paper; read and corrected 
the proof ; done all the thinking and writing ; 

e up the city and outside mail—besides 
attended the Rechabite meeting Monday 
night, getting home rr o’clock; prayer meet- 
ing Tuesday eve, from which we went to 
a special meeting of the Rechabites, and etc. 
No, we haven't had time to set down to a fish 
repast this week, nor have the two printer 
boys.—Savannah Local, 


YOUNGEST WOMAN EDITOR. 


Andrea Hofer is probably the youngest 
woman editor in the United States. She is 
twenty years of age and carries on, in a suc- 
cessful manner, a paper called the McGregor 
(la.) News. She does all the editorial ard a 
greater part of the mechanical work, setting 
up the editor als, notes and reviews as she 
thinks them out, her time being too precious 
to waste in writing them. She has worked at 
the business since she was ten years old, 
graduating through each department, Her 
only assistants in preparing the paper for the 
press are a boy and a girl younger than her- 
self, who set up the correspondence and clip- 

in She is of German origin, as her name 
indicates, and her folks ought to be proud of 
her. This little woman is a great deal bigger 
than a good many men of much larger growth, 
—E. R. Collins in Yankee Blade. 
— o> 


CueapP advertising, like cheap shoes, 


cheap lawyers or se mae is dear at any 
price,—A gents’ Herald. 


PRINTERS’ INK, 


THE MODERN STYLE IN ADVER- 
TISING. 


The Sus has watched with interest the new 
idea in advertising—new as far as San Diego 
is concerned—applied by a boot and shoe 
house that recently opened its doors on D 
street, This establishment made its home at 
some little distance from the main current of 
tiavel in a store that had been vacated for a 
Fifth street location by a prominent dry- 

oods house. There were already several 
good shoe stores doing business here, and 
there seemed to be no urgent public demand 
for a new one, But that did not deter the 
enterprising D strect men, and they promptly 
opened their shop. There is where they 
would have stopped, in all probability, if they 
had fallen into the ancient methods of adver- 
tising ; into the stereotyped announcements 
that have been read in every American news- 
paper since Philadelphia got its first printing 
press—announcements that are musty and 
mildewed with commonplace harangues about 
the ‘‘old stand,” * selling at cost,” ** immense 
reductions,’ “‘elegant lines,” “very low 
ny “ all work guaranteed,” and which 

ve become stale from much use and 
meaningless from repetition. The only 
purpose now served . the old-fa-hioned 
method of advertising is to keep the name of 
the dealer from being totally forgotten. No 
vital interest in what is to be sold can be im- 
parted by trade announcements that people 
can repeat in advance with their eyes shut. 
The D street men knew this very well, and 
at once made an innovation. Every day since 
their store was opened they have had a bright, 
colloquial little budget of gossip about shoes 
and customers—fresh every day, like hot rolls — 
printed in the local papers. As a result, peo- 
le have got into the habit of turning to the 
rm’s advertisement before they read much 
else, and from this has come a quantity and 
— of patronage of which the enterprising 
lealers feel justly proud. Their advertise- 
ment brings people to their windows, and the 
purchases follow. 

All this, it may be said, is within the reach 
of every man who can write in a colloquial 
way about his business, or who will take the 
trouble to hire some one to do it for him. 
John Wanamaker set the gait in Philadelphia 
and made millions by it. In course of time, 
we think, most tradesmen will conclude that 
there are no more readers for the ancient 
“standing ad.”’ than there would be for a 
standing newspaper with the same contents 
that were used last week and the month be- 
fore, and will then adopt the methods that 
will make their announcements interesting 
from their spice, variety, originality and liter- 
ary brightness, When this time arrives there 
may be bureaus of advertising to detail ex- 

ed writers to do the work for busy 
patrons, thus forming a new employment as 
well as improving the returns of old ones, — 
San Diego (Cal.) Sun, 


—- 


As the advertising department is that 
to which the newspaper proprietor has to look 
chiefly, if not entirely, for his profits, it de- 
serves and should receive all the attention and 
time he can bestow upon it.—Ladder of Jour- 
nalism, 


Don’t put too much in one adver- 


tisement. hat will you do for the next one? 
One thought is generally enough for once ; 
next week another ; next, another; and so 
on. But let it bea good one always.—/. £. 
Powers. 





PRINTERS’ INK. 
A PUBLISHER'S TROL BLES IN IN THE | 


EIGHTEENTH CENT 


A quaint old newspaper clipping, illustrative 
of journalistic enterprise in the good old co- 
lonial days, has come to light in this town. 
It is from the Connecticut Gazette, and bears 
the date of July 5, 1765. This paper was the 
first established in New Haven colony, and 
the first number appeared in 1755, overa hun- 
dred years after Connecticut was entered by 
the whites. Dr. Franklin was for a time con- 
nected with the Gazette. 
part is as follows: 


A year is past since the printer of this | 


paper published proposals for reviving the 
Connecticut Gazette. 'Tis needless to men- 
tion the reasons why it did not appear sooner. 
A sample of it is now sent abroad in order to 
collect a sufficient number of subscribers to 
barely pay the charge for carrying of it on. 
When such a number appears it shall be 
printed weekly and delivered to subscribers 
in town and country at the rate of two pence 
for each paper, which is eight shillings eight 
pence for one year. And no addition shall be 
made ‘to the price when the stamp act takes 
effect, if it is then encouraged so as to be af- 
forded at that rate, 

Subscribers are not desired to engage for 
any particular time, so that they can stop it 
when they please. A special post is appointed 
to carry it out of the common post roads. Ad- 
vertisements shall be printed at a moderate 
charge according to their length. 

All kinds of provisions, firewood and other 
suitable country produce will be taken as pay 
of those who cannot spare money if delivered 
at the printer's dwellin ng-house, or at any | 
other place which may accidentally suit him. 

The printer hereby invites the benevolent 
of all parties to send him an account of what- 
ever novelties they think may be useful to 
their countrymen. The shortest hints on 
some subjects, however written, will be grace- 
fully received and faithfully communicated to 
the public, if convenient. 

Besides the help he hopes to receive from 
four correspondents in this colony and else- 
where, the printer has sent for three sorts of 
English magazines, 7he 
New Books and one of the best London news- 
peers these, together with American Intel- 

igence from Nova Scotia to Georgia, inclu- 
sive, and also from Canada, cannot fail to 
furnish him with a constant stock of momen- 
tous materials and fresh advices to fill this 


azette.—Benjamin MeCom, at the Post-Of- | 


ce, New Haven.—New Haven Cor, New | 
York Times. 

rt “oe ' 
AN oniaage states that you can 
read the proof of a newspaper article three or 
four times, and repeatedly pass the same mis- 
take without seeing it. All newspaper men 
tell you so, 
and the paper is printed in its complete shape, 
there stands the error in front of you, so big 
that you can’t see anything else. It’s a 
strange fact and is probably the same reason 
why it is so easy to edit a newspaper after it 
is printed,—Cc peste Yo.) Review, 


Nosopy has ye found out oomd 
power of truth and justicein business, The 
is small competition in these matin, 





Book free. Address N. W. Frrz- 
GERALD, Att’y, Washington, D.C. 


PATEN 


The clipping in | 


Monthly Review of 


But as soon as the press is started | 


831 
ALL or NO 


‘PENSION FEES OF FITZGERALD, 


aus Attorney, Washington, D.C, 


Hse should advertise in the NEWS 

Richfield News The Sara- 

toga News, The Thousand Island News, The 

St. Aug ine News, because these journals 
reach the cream of the tourist ublic, 

F. G. BARRY, Pub. Office, Utica. 


ASTHMA cusce FREE 


A trial 
Dr. R. SCHIFEMAN, St. Paul, i Minn, 
A NEW 
Lime Presser. 
It has no equal. Make 


° 
m4 
oO _ no mistake, it is the only 
one made in this country. 
Se 
. 0 








nt by express on receipt of price. 


NDERDONK, 46 Grand St., N. Y. 
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‘FRAUD EXPOSED! 


MODERN ASTRONOMY A DELUSION! 
100 PRoors THAT THE EaRTH 18 NoT A GLOBE. 
By Wm. Carpenter. 

“Upright, Downright, Straightforward.” 
(A beautiful map, 12x12, free with each copy.) 
Acknowledged by press and Scientists to 
be incontestable and incontrovertible. 
$1,000 will be paid for a refutation of this work. 
Price, po aid, Scents. Booksellers, or 
MAGINN & CO., Philadelphia, Pa. 


LONG BRANCH NEWS. 
Long Branch, - - New Jersey. 
CLIFTON W. TAYLEURE, 

Sole Editor and Publisher. 
Twenty-fourth year. Independent in every- 
thing; neutral in nothing. Published every 
Friday evening. $1.00 a year. Tri-weekly 
edition, July and August. ‘A reliable Cottage 
Directory. Hotel arrivals. Gossip of the 
beach, plazzas and race-course. Oldest, most 
prosperous and most widely circulated paper 
| at og Branch. Circulates throughout the 
| State, Union and in Europe. Every property 

| holder t reads it. 


OLLEGE 
ATALOGUES 


and 


Summer Resort 


PAMPHLETS 


Artistically Printed. 

When getting out either of the above, be 
sure to let us give ideas and a which 
will cost you nothing, and perhaps we can 
something that will please you. 














Adv’g Agency, 
Wash’n Stu 


care DODD 


FRANK E. HousH & Co., 
Artistic Printers, Srattiebore, Vt. 
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To Hotel Proprietors. |[§66498669660000000 
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If you want to know how to advertise a 
SUMMER RESORT HOTEL, 
Send for a copy of the 


“ Advertiser’s Guide.” 
The price of the GUIDE is$1. It will be sent 
free to any Hotel Proprietor, on application, 
who will forward a copy of this advertise- 
ment to the Publisher, 
WILLIAM HICKS, 
NEWSPAPER ADVERTISING AGENT, 
150 Nassau St., New York. 


HOW TO INCREASE BUSINESS 
WITH PROFIT. 


Live Business Men the World over 
Solve it by Using 


NEW BRIGHTON, PA., 
Manufacture 





A Complete Line of 


HOTEL, 
RESTAURANT, 


and 


BAR GLASSWARE, 


of the finest quality. 














NO FINER MADE ANYWHERE. 








Our Catalogue gives size and capa- 
city of everything we make. 
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Before using : After using 
Fow.er’s Book. Fow.er’s Boog. 


PRICE, $2.0. EXPRESS PREPAID. 
From your Booksellers or the Publishers. 
A. M. THAYER & Co., - - Boston, Mass. A i Mn en Me te Mn tl A he he Ah th he the A 


WY? 
Biifale: WYigoy mn, 1090.74 


So invaluable is your Directory im our business that we 
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Messrs. George P. Rowell & Co., 


thould hardly know how to get along without it. We have made it 
our chief reliance as to all data concerning newspapers, ¢ irculatin 


&c., for many years. 


= ——s 


The AMERICAN NewsPAPER Directory will be sent to 
any address, carriage paid, on receipt of price, Five Dollars. 








Address 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
£2 The subscription price is five dollars; which includes, in addition to the book, a 


paid subscription for one year to PRinTers’ INK, which is published weekly, and contains 
in almost every issue, information needed to bring the Directory reports down to date. 
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St. Louis 


Journal of Agriculture, 
cs A WEEKLY, =) > 





Guaranteed Circulation, 45,000 Copies 





Will base all advertising contracts for 1890 on this circulation or will ask 
no pay.e THE JOURNAL OF AGRICULTURE has been published in 
St. Louis for the past TWENTY-FIVE YEARS, and is the Standard Weekly 


of the West. Advertising rates on application. For further information, 





address 


PHIL CHEW, Publisher, 
St. Louis, Mo., 
Or GEO. P. ROWELL & Co., New York City. 








Beginners in advertising must learn to 


creep before they walk ; 


Dy Art in Advertising, 


an illustrated monthly paper, containing, as it does, 
articles by men who have learned to walk, is of 
practical assistance. . : : 
Of course it wont interest everybody, but it wi// 
interest those who are pushing their business and 


** getting on.” 92 ’ 

Artemas Ward, of ‘‘ Sapolio” fame; Cyrus H. 
K. Curtis, of Zhe Ladies’ Home Journal; J. E. 
Powers and H. C. Brown contribute to the May 


number. 
We have no exchange list, free list, or sample copy department ; 25 cents 
will bring it for three months, or, better still, remit 1 .OO for a year. 
ART IN ADVERTISING CO., 
35 & 37 Frankfort St., N.Y. 








THE CHALLENGE 
NEWSPAPER FILE. 


The Latest! The Best! 
Will Hold One Month of any Daily Paper. 
It is dy oy oompeet, mpact, light, and gapere 

may 


be filed ny outer, 
bound book, or Malt and half—the old way.” 

t into this file and en 
nin any other file. 


Papers can be 
out in less time 
Made s pak or ash, inet 
nges 0’ Sizes are 
$3 and 36 inches in length. The figures ref. 
to length of newspaper space. 
PRICE $6.00 PER DOZEN. 


THE CHALLENGE 
NEWSPAPER RACK, 


Made to order to hold any desired number ot 
files, from $8.00 upwards. 


OUR SPECIAL OFFER. 
A CHALLENGE WALL RACK and 6 FILES 
complete, for §6.00, 


These Files and Racks are now in use in 
man fy clubs, ‘braries and hotels 
in and elsewhere, among others 
the Nomrman House, Astor House and Grand 
Union Hotel. 


Send for full descriptive price-list to 
HOWARD M’F’G STATIONERY CO., 
85 Liberty Street, New York. 

2” Mention this paper. 





A BOOK 
256 Pages, 


Contains: 


‘AGVERTISING 


DAILY NEWSPA , IN NEW YORK 
bg 2 with peraee 


yg a IN CITIES OF 
SDN 
Ry CITIES OF 


t’ 
THE BES ay Be goa LOCAL NEWSPAPERS, 
enmn every es of over 5, = population 


a) ‘ONE NE IWRPA: rSPAPER iN As STATE: the 
best one for 
STATE COMBINATIONS Vern AD- 


vertise inse! at half 
A SMALL LIST TO OVERTIBE EVERY 


section of the country: os choice — 
made with great care, guided by long experi- 


GEST CIRCULATIONS. A COMPLETE 
List m all oe issuing regularly more than 


00 co; 
*OINE BARGAINS IN ADVERTISING FOR 


OOPRRGAINS IN ADVERTISING IN DAILY 
Newspapers in many cities aud gowns; ss offers 
pecu as tnducomenrs to some advert 

CLASS J OURNALS, AN EXTENSIVE 
List of the very best. 

662 VILLAGE 
NEWS PAPERS— 


AILY 


‘or 
THIRTY CENTS. 


The Most Complete ! 





eames INK, 


FORK 1890. 


| AMERICAN pissin Directory. Twenty- 
second year. George P. Rowell & Co., 
New York. 

The completeness and value of 
Messrs. Rowell & Co’s Newspaper 
Directory has long been recognized, 
and the current issue is, if possible, 
more satisfying than any of its pre- 
decessors. The care and thorough- 
ness of this publication deserve praise, 
and it is a work of interest to every one 
concerned in the growth of periodical 
literature. In this classification pub- 
lishers and others immediately con- 
cerned in the periodicals of the coun- 
try naturally come first; but the Di- 
rectory has also a mass of interesting 
and admirably arranged information 
which makes it a valuable book of 
general reference. The reader will 
search far before finding ** better read- 
ing ” than the comprehensive introduc- 
tion to the record of last year, in which 
the totals of the stupendous work of 
the periodical press are given with 
fullness and clearness, and wherein 
the whole fascinating scheme is treated 
both philosophically and with business 
exactness. The Directory contains 
accurate lists of all the newspapers 
and periodicals published in the United 
States, Territories and Canada. The 
total of these periodicals was 17,760 
last year, being an increase of 653 
over the year preceding. Of the total, 
1,626 are daily papers, which are de- 
clared to have issued the unimaginable 
total of 2,075,814,000 copies in the 
year 1889. The weeklies had a total 
output of 3,481,610,000 copies. It is 
estimated that an average of three sub- 
scriptions could be credited to each of 
the supposed 13,000,000 families in 
the land (five each in a population of 
65,000,000). In comparisons and con- 
clusions of this nature the editors of 
the Directory have produced some 
highly significant statistical work, and 
the whole enterprise is an extraordi- 
narily minute and painstaking piece of 
ge" —Philadelphia Telegraph, May 


I, 1890. 


pirecrory}Five Dollars. 
ADDRESS 
GEO. P. ROWELL & CO., 
Publishers, 


10 SPRUCE ST., NEW YORK. 





PRINTERS’ INK. 835 


It will cost you from $32.99 an inch up, according to the 
number of insertions and size of the advertisement, to speak 
to the 


260,000 Families 


Thinking about Vacations 


Who consult these —_- conteteenes ens. 
papers - - - - 


Of course, a smaller advertisement and a 

selection of the papers will reduce the cost. 

As we have but one price, fixed on a regular 

scale of discounts, we shall be glad to figure BALTIMORE. 
out the price for you on any selection of Eolecopal Methodist. 
our papers and for any length of time. If 

you want to cover all the Protestant denom- 


inations, or any one in particular, 


Send 
Your Hotel 
Card 


and we will tell you its cost in these papers, each one of which 
will be consulted in its special denomination about vacation 
hotels and the attractions they have to offer. 


One 
Price 


T he Advertising 
Without Duplication 


Religious Press Of Circulation 
HOME BEST 


sina yournars 14 
Association, — — 
Chestnut & Tenth Sts., a a ae 
eligious Press 
PHILADELPHIA, Pa, Association 
(Mutual Life Building.) Phila 
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eam W. D. Wilson Printing Ink Co., 


—_ 140 WILLIAM ST., 


we 


(Limited), 


NEW YORK, 


Manufacturers of the finest 





CUT INKS 


in the market, with no exceptions. 














See the New York Ciipffer, printed with our 25 cent Ink. 

New York Zi/e, printed with our Fine Cut Ink. 

Our extra fine Coated Paper Cut Ink is used exclusively by 
D. Appleton & Co. on all of their fine publications. 





Write for SPECIAL PrRicEs and Discounts. 


PRINTED SPECIMENS 


of the above Inks sent on application. 





ADDRESS 


W. D. WILSON PRINTING INK CO., L'T’D, 
NEW YORK. 


PRINTERS’ INK is printed with our 30 cent 
Book Ink. 
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THE FOUR LITTLE MAIDS! 








Jo 
NEWSPAPERS 


KNOWN 
CIRCULATION, 


AER SRaRET RR OR rep ee 


SWORN CIRCULATION 


OF THE 


Elmira Telegram, 


FOR THE FIRST THREE MONTHS OF 1890 : 
STATE OF NEW YORK, / 
Cuemunc County, ‘an 
I hereby certify that the following is a correct transcript from 
our books and records, showing the bona fide circulation of the 
TELEGRAM for the first three months of the year 1890: 
January 5.......... 170,752 | February 23 
January 12........ : 166,272 March 2 
January 19 168,305 | March 9 
January 26 + 4. 3920 | March 16 
February 2 165,045 | March 23.......+..++ 
February 9 168, "358 | March 30 
February 16 172,925 
Average Circulation per Sunday, | 72,470 Copies. 
H. S. BROOKS, Manager. 
Sworn and subscribed to before me this first day of April, 1890. 
RICHARD H. THURSTON, Notary Public. 


THE FOUR TELEGRAMS, 
CIRCULATION: 
ELMIRA TELEGRAM 172,470 
ALBANY TELEGRAM 52,601 
HARRISBURGH TELEGRAM .. 51,040 
PENNSYLVANIA TELEGRAM (Reading)... 25,000 


“301, 111 


A. FRANK RICHARDSON, 


CHAMBER OF COMMERCE, 13, 14 & 15 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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KNOWN - CIRCULATION, OVER | 300,000. 
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FUFasr VEGF UGXGX 


Handsomely Illustrated and de- 
voted te 


Fiction, 
Fashion, 
Flowers, 
Fancy Work, 
Home Decoration 
Art Needlework, 
Stamping, 
Painting, 
Designing, 
Cooking, 
Housekeeping, 
In short, everything pertaining to 
Woman’s Work and 
Woman’s Pleasure. 


Pant 
S29 


4 
0 





THE 


Subscription List, owing to very liberal advertising, will soon reach the 
290,000 OOO mark. Line rate will then be advanced to ${,QO, Send in your 
ers Now and get the benefit of the present low scale of prices. 


PRESENT ADVERTISING RATES.—Ordinary displayed advertise- 
ments, 8O cents per agate line. 


DISCOUNTS.—3 months, or 100 lines, 5 per cent.; 6 months, or 250 lines, 
io per cent, ; 12 months, or 500 lines, 20 per cent. 


COVER RATES.—¥ page (r70 lines), $100, (340 lines), 
$175.00; « full page 29: $300.00. 


COVER DISCOUNTS.—3 mos., 5 cent. ; 6 mos., 10 per cent.; 12 mos., 
20 per cent. ills payable monthly. Cash with order 
from einen unknown to us. 


HOUSEWIFE PUBLISHING CO., 111 Nassau St., New York, N. Y. 
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Advertising Agency. 


S&S SS im rock 


Advertisements accepted through any responsible 
¥; ) 
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To Proprietors of Hotels and Sum- 
mer Resorts who Contemplate 
Newspaper Advertising. 


Write to us, state the amount of money you are 
prepared to expend, the class of people you desire 
to secure as guests, from which part of the country 
they are most likely to come—whether North, South, 
East or West—whether from the larger cities or those 
of smaller size, and we can then prepare for you a 
plan of advertising such as will be most likely to pay 
you best, and can place the same at the most favor- 
able prices obtainable for good service. Send also a 
copy of what you wish the advertisement to contain, 
leaving it to us to put it in type and give it the space 
best for the papers in which it is to appear. Our 
long experience justifies the statement that we pos- 
sess every advantage which the advertiser finds it 
desirable and profitable to secure in his agent. 


Address 

GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 

10 Spruce Street, New York. 





(33 A FREE copy of the AMERICAN NEWSPAPER DIRECTOKY 
for 1890, just issued (price five dollars), will be sent, carriage 
paid, to any person who is a patron of Geo. P. Rowell & Co’s 
Advertising Bureau to the amount of fifty dollars. 

(G3" Whenever an advertiser does business with Geo. P. 
Rowell & Co’s Newspaper Advertising Bureau to the amount of 
Ten Dollars he will be allowed a discount sufficient to pay for a 
year’s subscription to PRINTERS’ INK, a journal for advertisers— 


published weekly. 
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THE IMAGINARY NEWSPAPER HUMORIST. 


THE REAL NEWSPAPER HUMORIST. 





The man who knew how to run a 
a ad to everybody's satisfaction was, un- 
ortunately, one of those unlucky individuals 
who missed getting aboard the ark.—Zx. 


No one knows better than the coun- 
try publisher how much care it takes to raise 
the devil properly,—Stewartsville ( Mo.) /nde- 
pendent. 

Wives of men who read Democratic 
newspapers will be pleased to iearn of the in- 
vention of a highly successful snore-preventer. 
—Judge. 

Foreman—Say, ‘ere’s some items 
about electricity, with no headings. Where 
do they go? 

Editor—O, put em under the head of Cur- 
rent Notes. — Lawrence American. 

Georgia Eaiee— What shall we call 
our new pa 

Friend ail it The Watermelon. Then 
all the colored people will take it. 

Georgia Editor—Yes ; but they would never 
pay for it.—Light. 


Mrs. De Rich (listening to new 
prima donna at the opera)—Isn’t she splen- 
did? 

Mr. De Rich (wealthy manufacturer, en- 
thusiastically)—Just grand! She’s worthy of 
a place alongside of Patti | in my soap adver- 
tisements.—New York Weekly. 


Standing matter. Reporter—I have 
just heard, sir, that Mrs. Footlights, the act- 
ress, is going to be separated from her hus- 
band. 


City Editor—All right; just give me a 
memo. of the names; the printer has the cir- 
cumstances by heart by this time.— Puck, 


A certain Georgia editor, having in- 
vited a preacher to dine with him, said: 
“ Brother Jones, I have nothing to set before 
= but bacon and greens. Will you ask a 

lessing ?”’ 

And the minister said: ** Lord, make us 
thankful for what we are a>out to receive. 
From the way Brother Brown has been talk- 
mg in his paper, we expected nothing but 
greens; but lo! here is Lacon, tho. Let him 
be thankful !”"—A tanta Constitution. 


His sphere. Bleecker—I don't know 
what I am going to do with that boy of mine, 
he is so snobbish, 

Bond—Better make him editor of a “* socie- 
ty”? paper.—Puck, 

Independent journalism. Editor (to 
visitor)— Yes, we are independent in all things. 
I have always cut right and left. 

Office boy (sotto voice)—From the ex- 
changes.—Merchants’ Mail. 


First Editor—Are you acquainted 
with Snorks, the poet? 
Second Editor — Acquainted with him? 
Why, he is the best patron my waste basket 
has got.— 7exas Siftings. 


Mr. Wheatpit—My dear daughter, 
I wish to forbid you, once for all, to bring 
those New York society papers into the house. 

Daughter—Well, papa, you do not object 
to Tom’s bringing the police papers home. 

Mr. Wheatpit—Yes, but I must draw the 
line somewhere,—A merica. 


Bliffers—No use. This workaday 
world, with its ceaseless push and energy, has 
become too intensely practical for men of fine 
susceptibilities. There is no chance for im- 
agination, 

Wiffers—Nonsense! Men of imagination 
are making big money this time of year, 
writing advertisements of summer c -ottages.— 
New York Weekly. 


Mr. Joker—I see by the paper that 
old Fishskin, who was in the glue business, 
has gone up. 

Mrs, Joker—How unfortunate! Isit avery 
heavy failure ? 

Mr. Joker—Yes. Everybody was badly 
stuck.— 7exas Si/tings. 


Wild Westerner—In your last paper 
you referred to me as a horse thief, a murderer 
and a liar, 

Rh. ous Weli, what was there wrong about 
that? 

Wild Westerner—I don't see why you want 
to blast a man's reputation wich a statement 
like that. Il may be, as you claim, a horse 
thiet, and a murderer, but, thank heaven, sir, 
I am no liar !—/udge. 





PRINTERS’ Ink New York, May 21, 1890. 





